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Fellow. 


A good cigar of any 

class—a five-center or 

a ten-center—requires 

advertising to make it go in the first place 
and keep it going in the second. When 
the advertising stopped, the sale stopped. 
Same way with tobacco and cigarettes. The 
Red Cross, Owl, Adelina Patti, Van Twiller, 
La Mascagni, Smokette, Hoffman House, 
Brownos, Old Dominion, Sweet Caporal, 
Climax, Mail Pouch—all famous. The W1s- 
CONSIN sold them all in Wisconsin, some- 
times assisted by other mediums, sometimes 
unassisted. The Wisconsin is the smoker's 


a a a 
7 LA 


| 
: 


LIDIA 


companion. Big sales and steady sales. 
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The Evening Wisconsin, 


MILWAUKEE, WIS. 
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CHAS. H. EDDY, Eastern Representative, 
10 Spruce Street, New York City. 
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In the Librarics 


and sitting-rooms of 
the country homes 
will be found the 

cal weekly. Its sub- 


scribers and readers 








are the occupants of 








these homes. 

It reaches them al|— 

men, women and children. They all read it. They 

all believe in it. The only practical way of reach- 

ing the country people is through its columns. 
Yearly advertising is inserted at rates which 

cause the returns for each dollar expended to be 


greater than can be secured from other mediums. 
XDADXD< DX DOER ECHO E> 


1000 lines can be engaged in the 1450 papers of the Atlan- 
tic Coast Lists at a quarter of a cent a line a paper. 

If electrotype is used but one is needed. 

New England, Middle and Southern States reached as a 


whole or in sections. 
Catalogue for the asking. 
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ATLANTIC COAST LISTS, 
134 Leonard St., New York. 
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ike to see their names in print, or for 


Do they pay? 
more than passing consideration. 
We may, I think. take it for granted 
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ADVERTISERS. 


ENTERED aS SECOND CLass MATTER AT THE NEW York, N. Y., Post-Orrice, Jung 29, 1893. 


XIII. NEW YORK, 


!HE USE OF TESTIMONIALS. 
‘By Charles Love ‘Benjamin. 


lhe use of testimonials in advertis- 


« has been discussed before in PRINT- 


INK, but not as fully as the sub- 
would seem to demand. Testi- 
nials figure so largely in the adver- 
nents of the day that the question, 
’’ is one that is entitled 


testimonials do pay, at least as 
as anything the advertiser him- 
ould write. When one considers 


. many clever advertisers use them 
for how many years they have been 
bone and sinew of the patent med- 

advertisement, it is difficult to ar- 
at any other conclusion without 


ising the clever advertisers to be 
vrong and the patent medicine ad- 
tisement a dismal failure. 
lestimonials are (as a writer in 
NTERS’ INK recently asserted) ex- 
ely easy to get. There is no ex- 


se, therefore, for using any but the 


st appropriate. Either because they 
other reason, a large number of 
le are addicted te testimonial writ- 
and I have known a commenda- 
y letter, printed in a single paper, 
roduce half a score of similar let- 
within twenty-four hours. Rab- 
by working hard and paying strict 
ition to business, have earned the 
ation of being somewhat prolific, 
hey are not in it with the able- 
{ testimonial. 
ea collection of testimonials is 
d, the question of how best to 
1em is one that may well engage 
vertiser’s attention. Pruning is 
rst requisite. To use them word 
1rd as written is a wilful waste of 
The meat of a testimonial will 
und sometimes in a paragraph, 
r in a sentence, occasionally in a 
word. The wheat should be 
illy separated from the chaff, for 
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one word straight to the point is better 
than a column of verbiage. 

I have found it a good plan, also, to 
continue this editing to the extent of 
separating the testimonial (if it con- 
tains more than one statement, as most 
of them do) into its several parts. 
Thus, supposing the user of a safety 
razor should write to the manufact- 
urers : 

GENTLEMEN—I have received the 
“Gem” Safety Razor ordered, and am 
— say it gives entire satisfaction. 

t cuts smoother and easier than the 
ordinary razor, and I find it keeps 

its edge longer and requires fewer 

stroppings. Joun Smiru. 

I would separate this as follows : 

Gives entire satisfaction. 

Cuts smoother and easier than the ordinary 
razor. 

I find it keeps its edge longer [than the 
ordinary razor) and requires fewer strop- 
pings 

Thus, instead of one, we have three 
testimonials from John Smith, each 
one emphasizing some special merit of 
the razor. This dissection has another 
advantage: It enables one to bunch 
his hits, to use a_base-ball phrase. 
That is, the commendations can be 
classified under appropriate headings, 
each group bearing testimony to one 
good quality of the advertised article, 
and gaining strength by numbers. Un- 
der the general heading : 

GIVES UNIVERSAL SATIS- 

FACTION, 

for instance, would be grouped John 
Smith's first statement, and others of a 
similar nature. ‘‘Shaves Clean” and 
‘* Holds its Edge” would do for other 
headings, under which Smith’s second 
and third commendation, with others 
of like purport, might be placed. 

One advantage of this classification 
is that the reader will absorb the in- 
formation one wishes to convey con- 
cerning the merits of the article ad- 
vertised, if he does no more than 
glance at the headings—the commen- 
dations in this case acting as corrobo- 
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rative testimony, which, after all, isthe the advertisements, paid circulation 
real function of the testimonial. an absolute necessity. In this kind 
Commendations from well-known advertising, one desires to influenc« 
people are usually worth printing in comparatively few persons forcib|) 
their entirety, and in fac-simile or at not many feebly. 
least with fac-simile signature. In Not so, however, in advertising 
their desire to get well-known names, article where only the immediate 
however, advertisers sometimes over- sults of the advertising can be soug! 
reach themselves by getting celebrities For example, acertain publisher iss 
to give opinions on matters of which a book at ten cents per copy, which 
they are not especially qualified to widely advertises in suitable med 
judge. One should have an eye to If he makes a yearly contract wit! 


{ 


4 
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the eternal fitness of things in these publication having only a paid circula- 


matters. Lillian Russell’s commenda- tion, would his investment be likely t 
tion of a face bleach would be all pay? He can sell only one copy 
right, for instance, but the same lady’s each subscriber, and, to make a profit 


opinion of a reaping machine wouldn’t his effort must be to reach new peop 


cut any ice (as the boys say) with the constantly. In advertising continua 


Western farmer. 


in the publication with only a paid 


An old but still effective way of subscription list, he dissipates much of 


using testimonials in circular form is his capital, as there is little, if any 
to print them in one long strip. 
member receiving such a roll once that vertising an article such as his. 
measured full forty feet in length. I 
suppose I read not more than three of him in a sample copy circulatior 

the hundreds of testimonials given, but Here he is always appealing to nev 
the impression created by such abun- people, who, seeing the publication f 

dant evidence of merit is apt to be a the first time, read it with more avidil 


favorable one. 
scaeccmpeailiincdeasniacacs 
RELATIVE VALUE OF SAMPLE 
COPY CIRCULATION, 
By Oscar Herzberg. 

It is fashionable at present to decry 
the value of sample copy circulation— 
to insinuate that it is not worth the 
same price as a circulation that goes to 
paid subscribers. But is it so? Cir- 
cumstances alter cases; and while a 
sample copy circulation may be utterly 
valueless in one case, does it neces- 
sarily follow that it is equally valueless 
in every other? I venture the assertion 
that in many cases where direct returns 
or none must come from an ad, a 
sample copy circulation is the best cir- 
culation, and worth twice or thrice the 
price of a paid circulation. 

‘*Missionary work,’’ or the work 
of creating sentiment in favor of an 
article, requires a paid circulation, be- 
cause, to secure the desired result, 
the same people must see the adver- 
tisements regularly. Constant drop- 
ping will wear away a stone; and a 
constant dropping of one man’s ads on 
another’s head, will wear away the in- 
stinctive antagonism with which the 
people regard a new and untried arti- 
cle. Forthe purpose of selling articles, 
then, that the public is not expected to 
purchase immediately upon reading 


than they do a periodical with wh 

they are intimately acquainted. 
For sample copies are widely 

discriminately read, in spite of 


I re- necessity for cumulative effect in ad- 


On the other hand, what a field for 


popular prejudice against them. Th« 


majority of people who receive 
sample copy are interested in it 
something new and strange, and « 


amine it carefully, ads and all, so as | 


get an idea of what it is and what 
represents. On the other hand 
number of the paid subscribers 

have subscribed out of a sens« 


duty, perhaps because their parents 


did so, or because they know the « 
itor, or like reasons, and possibly 
not, in many cases, take the paper 
of its wrapper when it comes. 
These remarks should not be « 


strued as favoring either sample copy 


circulation or paid circulation, wit! 


reference to the peculiarities of eac! 


individual case. Each class of cir 
tion is good in its place, and one c 
not entirely supersede the other. | 
indiscriminate condemnation of 


sample copy circulation, without refer 


ence to the class of results desired 


obtainable, must be looked upon as a! 


indication of a narrow advertis 


vision. 


Lives there a man with soul so dead 
Who never Printers’ Inx hath read, 
And gleaned from out its pages bright 
The proper way good ads to write? 
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AND WISDOM IN REAL ES- 


TATE ADVERTISING. 


DICIOUS COMBINATION OF THE 
1WO HAS BOOMED SHERMAN PARK— 
METHODS OF INFLUENCING rHE 

MMON PEOPLE TO PURCHASE SUB- 

BAN REAL ESTATE THAT APPEALS 

RINCIPALLY TO THEM—THE USE OF 
BILL-BOARDS — UTILIZING LOCAL 
HAPPENINGS—THE CONCLUSION AR- 

VED AT AS TO THE RELATIVE 
MERITS OF THE VARIOUS MEDIA OF 

BLICITY. 


Wil 


I called at 165 Broadway the other 
day and interviewed Isadore B. Brooks, 
who is at the helm of the Sherman 
Park advertising. I found him en- 
gaged in the construction of a reading- 
notice for the World. It began with 
a very enticing tale of a Vassar grad- 
uate, and worked up insidiously till 
Sherman Park was brought in. ‘‘ That 
is an old idea,’’ remarked Mr. Brooks, 
as he handed his effort over for my in- 
spection, ‘‘ the catch-head and the cap- 
tivating ‘short story.’ I still use it, and 
find it admirable, despite the fact that 
ny concerns think it has been over- 
ne. Sometimes I insert specially- 
epared pictures with these readers. 


I think the right kind of a picture 
ilways helps out any kind of an ad. 


My readers are always intertwined 
vith the sentiment of the home and 
ie life. Real estate is too dry a 

ct to make a direct appeal ina 
eading notice of interest, so every 
I sit down to write one I have to 

ly out some variation or new idea. 
We have resorted a good deal to 
ill-boards. I think our display 
een second to no advertising of 

s kind the past two or three seasons. 
theory about this kind of ‘ pub- 
is this: The bill-board attracts 

eye, and people are certain to bear 
mind if the display is extensive. 

tis about as far as it goes. You 
stop to argue or reason on a 
board, because the public will not 
for you. I use the bill-boards to 
ict general attention, and then re- 
t to the newspapers, circulars, etc., 
pen the argument. I have placed 
irgest movable ad of this sort on 
treets of New York this season. 
28-sheet poster, in colors, 28x16 
nounted on wheels and drawn by 
horses. I think everybody that 
een this mammoth moving ad will 
mber it. Of course I cannot 
lirect results to an idea of this 


reme 
trace 
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kind. I feel certain it pays simply be- 
cause it attracts attention. It is a sure 
feeder to my ads in the newspapers. 
I never prepare one of these that I do 
not work up some striking idea of a 
picture to go along with it. In fact, I 
make this picture the keynote of the 
ad. Ihave stolen, originated and used 
no less than 500 cut ideas. When I 
say stolen, I use the term advisedly. 
Of course it does not pay to reproduce 
any man’s idea outright, but if I take 
my cue from it, I consider, in a broad 
and somewhat humorous sense, of 
course, that I have stolen from some- 
body. 

‘**T constantly utilize by localization 
the topics of the day. I have used 
many public men and public events in 
this way. Give the public a dose of 
the topic of the hour through the ad- 
vertising columns is my motto. While 
the news columns are brimming with 
the sensation, I come out side by side 
with my own picture and comment in 
our advertisements. It’s not a new 
idea in advertising, but it always pays 
where the mass of the people is to be 
attracted. A good picture pun is 
always striking—but, alas! for the bad 
ones! Shun them! I don’t see why 
an ad shouldn’t be just as brainy as any 
other part of a newspaper. Special 
seasonable wants, race meetings, ath- 
letic contests, are all worked up to ad- 
vantage in my ad-shop. 

‘*T use New York papers only, and 
I make no time contracts. Perhaps 
the World has yot more money from 
us than any other single medium. I 
like the evening papers best. They 
are not overcrowded with superfluous 
matter—including much adver- 
tising—and a good display ad gets a 
splendid chance. I use the German 
papers, and space in the Catholic 
Church calendars occasionally, but 
little of anything else. I listen to 
what the general proposer has to say. 
I give a hearing to everybody. Most 
of our money is spent as I have stated. 
Our business has got to be boomed, 
and most of it through advertising. 
Sherman Park is for the masses—in 
strong contrast to some other suburban 
properties—and I have to keep my coat 
off to keep up the public tension and 
interest. 

‘*T believe we have the largest work- 
ing real estate plant in America. We 
employ some 75 agents, and a large 
force of sub-agents and solicitors. We 
have sold 10,500 lots in twenty months. 


too 
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The newspapers have done this for us. 
They have made our property so well 
known that we cannot only retain this 
large force, but at a less compensation 
than can other less-advertised proper- 
ties. The papers have made Sherman 
Park a household word wherever they 
go, and that means a good introduction 
wherever our agents call. 

‘*T firmly believe there is no possi- 
ble way to sell real estate to the masses 
except by liberal advertising. It is 
the one road to success in this line.’’ 

J. L. FRENCH. 


——_- +e - 
CONCERNING CATCH PHRASES. 


Not until ‘‘You press the button, 
we do the rest,’’ came into vogue and 
set the world talking about it, was the 
great importance of a good business 
‘‘catch”’ phrase fully recognized by 
advertisers. Since then very many of 
them have been introduced, and the 
most popular is unquestionably Mr. 
Snyder’s ‘‘See that hump?’’ for the 
De Long Hook and Eye. 

There were certain advertising sen- 
tences, such as Royal Baking Powder’s 
‘* Absolutely Pure,’’ but they cannot 
be properly classed as catch phrases, 
as they are not original, and are any- 
thing but ‘‘catchy.’’ The popularity 
of the Kodak and Hook and Eye 
phrases is greatly evidenced by the 
number of parodies on both. 

The New York Sun's old motto, 
‘*Tt shines for all,’’ was replaced by: 
‘If you see it in the Sum, it’s so,” but 
I question if the old phrase was not 
the better one. 

The main thing to be considered in 
a catch phrase—even before its 
‘“‘catchiness ’’—is its appropriateness to 
the article it advertises or the firm ad- 
vertising it. Hence the popularity of 
the two phrases before named. They 
are both apt, and there is a world of 
meaning in the few brief words. 

Mr. Richardson’s ‘‘ Newspapers of 
Known Circulation” and Mr. Beck- 
with’s ‘‘The Plain Truth Tells,’’ so 
familiar to readers of PRINTERS’ INK, 
are both good and appropriate to the 
business they serve to advertise. 

Beecham’s celebrated motto in his 
pill advertisements, ‘‘ Worth a Guinea 
a Box,’’ has proved a very valuable 
phrase, and perhaps Pearline’s ‘‘ Never 
Peddled ’’ has had its worth. 

The quotation from Oliver Twist, 
‘*T want some more,” used in adver- 
tising H. O., has never appeared to 


me to make H. O, much sought 
People cannot but remember that 
Oliver was very hungry indeed 
under the circumstances, would 
eaten anything. 

‘*Hood’s Cures’’ is a very 
phrase; it tells everything in 


words ; but it would not be so readily 


understood had not the sarsapa 
world-wide fame. 

Almost as brief and equal 
pointed is the phrase attached 
ads of Ripans Tabules, ‘‘ One (; 
Relief.’’ ‘* Children cry for Cast 


is a widely known catch phrase that 


has a peculiar merit of its own 
the same may be said of the mucl 
more recent ‘‘ A little higher in price, 
but—’’ of Ferris’ hams. 

‘*From Makerto Wearer’’ has 
adopted by a good many shoe | 
facturers, but could be used by 
trades as well. ‘‘ From Fact: 
Feet”’ 
sameidea. ‘‘ Best and Goes Farthes 
was a good catch-line of Van Houten’s 
Cocoa, but I confess I never lik« 
‘* Grateful — Comforting” of | 
Cocoa. 


‘* Keeping Everlastingly at it Brings 


Success,”’ the motto of N. W. Aver 
Sons, is much more tersely put 
Brooklyn printer : 
ling Brings Success.’ 

Procter & Gamble’s ‘‘ It Floats 
connection with Ivory Soap, would be 
very good if people bought soap for its 
floating properties. 

There is a great advertising va 
a really good and appropriate cat 
phrase ; the fewer words the better 
and each one should have its 
peculiar force. 
hundred can turn out a first-class cat 
phrase, and that, perhaps, accounts for 
the comparative scarcity of them 

Joun C. GRAHA) 
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OF HIS OWN, TOO, SOMETIM! > 


The Young One—Pa, what is an ad-s 
The Old One—He is an architect of 
men’s fortunes. 





is a much better form of th: 


**Constant | /ust- 


Not one ad-smith in « 
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$1,000 a Minute - +--+ # 


eS 
would not pay for all the adver- Se: 
tising that you might do in the 2% 
many publications of this country 
—hence comes the question to 
every advertiser, 

Which Are Best? 


One thing is sure, that newspaper 
which is thoroughly read, every day, 
by a great number of intelligent and 
prosperous people, and which is used 
by all the leading advertisers of the 2 
country, is a safe investment for him 
who advertises at all. 
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ST. LOUIS POST-DISPATCH 
ST. LOUIS POST DISPATCH 
ST. LOUIS POST-DISPATCH 
ST. LOUIS POST-DISPATCH 


Idle Talk 


Is cheap, very cheap, and that’s 
why we do not linger long to chat 
with you. We deal in 


Facts, 


- .. and Facts 


Only! 


And we are prepared at any and 
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LOUIS POST-DISPATCH 
ST. LOUIS POST-DISPATCH 


ST. LOUIS POST-DISPATCH 
V 
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ST. LOUIS POST-DISPATCH 


ST. 


all times to verify the following state- 
ments to any advertiser who doubts 
the truth of our assertions—namely : 


* The Circulation of the 


POST- DISPATCH, 


daily and Sunday, is the largest of any St. Louis 
newspaper. 


Its City Circulation is greater by 50 per cent 


than that of any competitor. 


LS 
“LS 
LS 


Its circulation in and around Imperial Mis- 


é. 


souri is greater than that of the Globe-Democrat 


A an Pats. «i 


and Republic combined. 


The best evidence of the truth of our statements can 


LSOd SLO" 


be seen in the enormous volume of high-class advertising 
we carry year in and year out. 


Sworn Circulation over 


2,000 


LOUIS POST-DISPATCH 
LOUIS POST-DISPATCH 


LOUIS POST-DISPATCH 
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8ST, LOUIS POST-DISPATCH 


ST. 


ST. 
ST. 


S. C. BECKWITH, 


New York. Sole Agent Foreign Advertising. Chicago. 
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.— The Philadelphia 


~ ITEM. 


ESTABLISHED 48 YEARS. 





PHILADELPHIA ITE ™ | 





A GOOD THREE 
TO DRAW TO! 
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A PUBLISHER —" 
HAS NO MORE RIGHT 


to say toa merchant that it has 50,000 cir- 
culation without being willing to prove it, 
than a merchant has to say to the pub- 
lisher, ‘‘ Here is one hundred yards of mus- 
lin in this piece, but you must not measure 
it,”’ or than a grocer has to say, ‘‘ There is 
fifty pounds of sugar in this little parcel, but 
it must not be weighed.” What would be 
thought of a dealer who would take that 
position with a customer? But where is 
the moral or commercial difference ? 


THE WASHINGTON 


Evening Star 


has always printed a sworn statement of its circu- 
lation, and earnestly invites an investigation as to 
the truth of that statement by any test that the ad- 
vertiser can suggest. No other Washington news- 
paper is willing to undergo this test. 

THe Star covers Washington completely. | 
goes to eighty-two and one-half per cent of all the 
occupied houses. It charges but seven and one- 
half cents per line for 10,000 lines, to be used within 
a year. 


L. R. HAMERSLY, 
New York Representative, 
49 Potter Building. 




















PRINTERS’ INK. 


They are 
-Salable 


\ny newspaper men desirous of coming into possession of 
r more of these subscription coupons and wishing to pay 
e same by the insertion of an advertisement in his paper, 
ddress Printers’ INk, No. 1o Spruce St., New York. 





to be sent to the name and address> 
written on the back of this coupon 
from date of aw 


“ene 











Newspaper men responding to this announcement should 
reful to state fully just what is wanted, and to inclose a 
ile of their advertising rates. Address 
PRINTERS’ INK, 
No. 1o Spruce St., New York. 





ription price for rine gg A 4 is now $2 a year. 
‘ 8 a year after January 1, 
sare allowed to renew shear ex subscriptions now for as many years as they choose at $2 a year. 
arpa »se of pre-pa: — Subscription Coupons are just as good as 
sh or coupons will pre-pay a subscription for Printers’ LIxk from Now to Jan. 1, 1901. 
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WA Siting —s Kate 
is the style of the progressive, inde- 


pendent newspaper of to-day, and 


that is the style adopted by 


The Chicago Dispatch 


By JOSEPH R. DUNLOP. 


People Read Its» 


because it hews to the line, let the 


chips fall where they may. And 


because 


People Read It~2 


is sufficient reason for live business 
men to advertise in it when they 


want to reach 


«The Great Masses. 











This is how the 
Northwestern Farmer 
figures it: 


1 30,000,000 bushels wheat at 70c., $91,000,000 


Rye, oats, barley, corn, potatoes 


and hay, easily another : :$71,000,000 


To say nothing about 
d o> 


hogs, sheep, beef, etc. 
No wonder he smiles. It means good times, 


This money is to be spent on the 


necessaries and luxuries of life... 


The St. Paut Giobe 


covers the field best, and the adver- 


tiser who uses it freely will smile too. 


EASTERN OFFICE: 
517 & 518 Temple Court, : : : : New York City. 
Cc. E. ELLIS, : : Manager. 
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THE OHIO BASIN AND LAKE 
REGION. 


Extending south from the great 
Lakes between the Missouri Valley 
and the Northeastern Division lie the 
States of : 

Illinois, 
Indiana, 
Kentucky, 
Michigan, 

They cover three hundred and fifty 
thousand square miles, and in 1890 
were credited with a population of 
17,860,787. There were one and one- 
half million farms, with a yearly prod- 
uct worth over seven hundred mill- 
ions of dollars, and the manufactured 
products were estimated worth two 
and one-half billions. The mineral 
product is also quite large and the 
lake fisheries extensive. It is claimed 
that Sandusky, Ohio, is the most im- 
portant fish market in the United 
States. 

In this section there are 5,526 news- 
papers and periodicals, 580 of which 
are issued daily. 

The following is a complete list of 
all newspapers in this division, report- 
ed in the American Newspaper Direct- 
ory for 1895, with a circulation each 
issue of more than 10,000 copies. All 
the circulation ratings to which an 
asterisk is prefixed are guaranteed by 
the Directory to be absolutely correct. 
Those not so marked are not guaran- 
teed. Their publishers making no 
definite report, they appear in the 
Directory with an estimated rating ex- 
pressed by letters indicating that they 
are believed to have the minimum cir- 
culation for which the letters stand. 


Ohio, 
Tennessee, 
West Vi irginia, 
Wisconsin. 


In the following lists the minim 
figures are substituted for the lett: 


Chicago, 


Dailies. 


RE News, 


Based, 


Cincinnati, Ohio... . P« 


Chicago, I'll 


Cleveland, Ohio.... 
Mich..... 
Cc leveland, Ohio.. 


Detroit, 


Chicago, 


Cincinnati, Ohio.... 
Cleveland, Ohio.... 


Detroit, Mich 


Cincinnati, Ohio .. 


Indianapolis, Ind... 
SB. scsees 


Chicago, 


Indianapolis, Ind. . 


Louisville, Ky 
Detroit, Mich 


Cincinnati, Ohio... 


Cleveland, Ohio.... 


Chicago, III 


Louisville, Ky..... 


Cincinnati, Ohio... 
Milwaukee, Wis.... 


Times- Herald, 
Tribune, 

Press, 

Evening News, 
Leader, 
(Sunday *31,485) 
Dispatch, 


Evening Journal, 


Inter-Ocean, 
(Sunday 20,000) 
Enquirer, 
World, 

(Sunday 20,000) 
Free Press, 
(Sunday *44,566) 


-Commercial G a- 


zette, 
(Sunday 
News, 
Abend Post, 
(Sunday 12,500) 


Drovers’ nr 


Evening Post, 


Mail, 


‘ Sentinel, 


(Sunday *22,000) 
Times, 
Journal, 


. aegliche Abend | 


Presse, 
Times-Star, 
Plain Dealer, 
Waechter, 
(Sunday *17,399) 
Freie Presse, 
Staats-Zeitung, 
(Sunday 20,000) 


. Courier-Journal, 


(Sunday 20,000) 


. Tribune, 


Ev'g Wisconsin, 
Sentinel, 


Grand Rapids, Mich. Evening Press, 


Toledo, Ohio 
Chicago, 
Louisville, Ky 
Detroit, Mich 


lade, 


Commercial, 
Tribune, 
(Sunday 17,500) 


*4> 
la 


*44 

4 
*4 
4 


4 
4 


* 46,950) 
* 





Memphis, Tenn... 


waukee, Wis.... 
anapolis, Ind.. 


hville, Tenn.... 


edo, Ohio.....+-+ 


Semi- Weeklies. 


roit, } 


waukee, Wis.... 


Weeklies. 


waukee, Wis.... 


land, Ohio.. 


ago, IIl.....ee 


nnati, Ohio... 
land, Ohio.... 
Tenn... 
anapolis, Ind. 
gfield, Ohio... 


igo, 


waukee, Wis.... 


phis, 


ago, 
innati, Ohio... 


waukee, Wis.... 


age 
t Dame, Ind... 


, il 


anapolis, Ind... 


it, 2 
nnatl, 


Ohio... 


mbus, Ohio... 


ton, Ohio 
iukee, Wis. 
it, Mich...... 

Atkinson, Wis.. 


Ago, a 


-Commercial Ap- 


.. American, 


.. Blade, 


.Commercial 


.State Sentinel, 


-Ohio 


. Wisconsin, 


. Equity, 


PRINTERS’ INK. 


Chicago, IIl...... 
12,500 
12,500 
*12,448 


*11,801 
*10,701 


ournal, 
"(Sunday *11,067) 
Banner, 
Evening News, 


*47,563 
*22,000 
17,500 


Free Press, 


Herold, Quincy, Ill 
Indianapolis, Ind.. 
*117,897 
*106,039 


Free Presse, 


Germania, *90,191 
Der Haus und 
Bauernfreund, *85,160 
Epworth Herald, *80,000 
Inter-Ocean, 75,000 
Ledger, 75,000 
Saturday Blade, 75,000 
Courier-Journal, 75,000 
Illustrated Sun, 75,000 
-Union Gospel 
News, 
Saturday Tele- 
gram, 
Union Signal, 
Enquirer, 
Gazette, 
Ohio Practical 
Farmer, 


Detroit, Mich...... 
Cincinnati, Ohio... 


Cleveland, Ohio. . 


oc . - 
751909 Nashville, Tenn... 
*41,328 
40,000 
40,000 
10,000 


Milwaukee, Wis.... 
Dayton, Ohio 


Chicago, Ill 

Oak Park, Ill 
Detroit, Mich...... 
Chicago, Ill 


40,000 

Ap- 
* 40,000 
*31,000 
*30,404 


peal, 


New Era, 
Ram’s Horn, 30,070 
Markets, 30,000 
Deutsc he Warte, *25,192 
Baptist Union, 24,076 
American Israel- 
ite, *235449 
E rho] ungsstun- 
en, 
Advance, 
Ave Maria, 
Farmers’ Voice, 
Farm, Field and 
Fireside, 
Humoristen, 
N. W. Christian 
Advocate 
Orange Judd 
Farmer, 
Svenska Ameri- 
kanaren, 
Svenska T ribu- 


*22,146 
*21,150 
*20,800 

20,000 


Rock Island, IIl.. 
Louisville, Ky 


20,000 


= 
20,000 . : 
Detroit, Mich 


Cincinnati, Ohio 


—— Cleveland, Ohio... 


20,000 
20,000 
nen, 20,000 Milwaukee, Wis 
American T rib- 
une, 
Indiana Farmer, 
Tribune, 
American Grange 
Bulletin, 
Christian Stand- 
ard, 
Western Chris- 
tian Advocate, 
Waisen- 
freund, 
Press, 
Farmers’ Home, 


20,000 Chicago, Ill 
20,000 
20,000 


Toledo, Ohio. 
Milwaukee, Wis 
20,000 Nashville, Tenn... 


20,000 Chicago, Ill 


20,000 Springfield, Ohio. . 


20,000 


20,000 
, Louisville, Ky 
*19,889 Racine, Wis........ 
*19,068 


*18,500 
18,000 


Mich. Christian 
Advocate, 
Hoard’s Dairy- 
man, Chicago, Ill..... Soe 
Moline, Ill 
Huntington, Ind.. 


Amerikan, 
Chicago, Ill 


Western British 


American, *18,000 


.. Augustana, 


-Catholic Universe, 


Columbus, Ohio.... 


..Die Rundschau, 


agle, 
Express, 
Farmers’ Review, 
Horse Review, 
Staats-Zeitung, 
Interior, 
New World, 
Prairie Farmer, 
Times-Herald, 
Young Men’s Era, 
Farmer’s Call, 
.American Non- 
conformist, 
Western Horse- 
man, *17,500 
Sunday Sun, 17,500 
Der Christliche 
Apologete, 
Herald and Pres- 
byter, 
Times, 
-Der Christliche 
Botschafter, 
Leader, 
Plain Dealer, 


17,500 


17,500 


17,500 


17,500 
17,500 
17,500 


17,500 
17,500 


-Christian Advo- 


cate, 
Acker, 
Sentinel, 
—— Tele- 
*16,194 
Rights of Labor, *15,500 
Week’ s Current, *14,394 
$14,284 
*13,850 
12,500 
12,500 
12,500 


17,500 
17,500 
17,500 


ar al Gazette, 
Drovers’ Journal, 
Freie Presse, 
Ganla Och Nya 
Hemlandet, 
ournal, 
Italia, 

Living Church, 
Missions Wannen, 
Sentinel, 

Svenska Kuriren, 
World, 


12,500 
12,500 
12,500 
12,500 
12,500 
12,500 
12,500 
12,500 
12,500 
12,500 
12,500 
12,500 
12,500 
12,500 


Commercial, 
Western Recorder, 
Truth, 
Light of Truth, 
Westliche Blaet- 

ter, 12,500 
Ohio State Jour- 

nal, 12,500 
ome 12,500 

enowine’s News,®r2, 000 
Bearings, *11,887 
Bladet, *11,500 
Bee, *11,100 
Cc atholic Citizen, #10, 700 


*10,266 


.Cumberland Pres- 


byterian, 
Farm Implement 


News, 10,000 


Sem*®Monthlites, 


-Farm and Fire- 
279,516 

Home 
Companion, *145,408 
Home and Farm, *77,225 

Wisconsin Agri- 
culturist *25,625 
American Farmer,*21,706 
Western Plowman, 17,500 
.. Farmers’ Gui 17,500 
Western Agricult- 


urist, *15,000 





Chicago, Ill .-Eight-Hour Her- 
ald, *13,040 
Louisville, Ky...... Masonic Home 
Journal, 
Young Catholic 
Messenger, 
Intelligence e, 
Gleanings in Bee 
Culture, 
Monthliies, 
ag | Ohio... Farm News, *160,916 
icago, I Household Guest, *75,000 
iodinepelle, Ind... Agricultural Epit- 
omist, 
S&S. S, Journal 
:Womankind, 
: Clover I af, 
American School 
Board Journal, *44,000 
Modern Woo 


12,500 
Dayton, Ohio 


Oak Park, Ill 
Medina, Ohio 


*12,500 
*12,165 


*10,125 


75,000 


*69,833 
*53,710 


Sie held, Ob Ohio.. 
Springfie hio. 
South Bend, ta " 
Milwaukee, Wis.... 


Springfield, Il 


man, 
Port Huron, Mich. .Bee Hive, 
Michigan Macca- 
bee, 40,000 
Home Life, *37,500 
tli *31,468 


40,000 
40,000 


Chicago Ill 
Sportsman’s Re- 
view, 
American Swine- 
erd, 
Great Divide, 
— Wide Mis- 
ns, 20,000 
Railroad Train- 
men’s Journal, 
an 


*21,210 
20,000 
20,000 

Galesburg, Ill 

Paris, Ill 


20,000 


Shield, 
Locomotive Fire- 
men’s Maga- 


*#20,000 
Terre Haute, Ind.. 


zine, 20,000 
Brotherhood of 
Locomotive En- 
gineers’ Journ’l, 20,000 
Columbus, Ohio... oe and Country, 20,000 
Nashville, Tenn.. 52 Magazine, 20,000 
Bloomington, II! . a=; Circle, 17,500 
Chicago, Ill :. Independent For- 
ester, 
Mishawaka, Ind.... Power and Trans- 
mission, 
Fort Gratiot, Mich.T hres hermen’s 
Review, 
.Woman’s 
Missions, 
Yout 
riend, 
Sports Afield, 
Arkansaw Trav- 
eler 12,500 
S. S. Lesson Il- 
lustrator, 
.- Echo, 
-- American Rural 
“riterion, 
Financial Review, 
Cleveland, Ohio....Evangelische 
Magazin, 12,500 
Househ’ld Realm, 12,500 
Historia, *11,750 
Child Garden, *11,700 
Taylorville, Ill..... School News, *11,585 
Bloomington, I1l...Public School 


Journal, 
Nashville, Tenn... 


Cleveland, Ohio.... 


*17,500 
17,500 


*16,639 
Home 
*16,000 


Delaware, Ohio... 


Chicago, III 
*13,275 
*12,750 


12,500 
Lafayette, Ind.. 12,500 
Cincinnati, Ohio.. 
12,500 
12,500 


Chicago, III 


*11,04 
-Confederate Vet- . 
eran, *10,250 
-Journal of Ma- 
teria Medica, 
Detroit, Mich Bookkeeper, 
Bi-Monthly. 
Chicago, Ill........Electro-Homeo- 
pathische Zeit- 
schrift, 


Terre Haute, Ind.. 
*10,000 
*10,000 


*12,934 


Quarterlies. 
vee Friends’ Bible 
School Q’rt'ly, *2¢ 
Ill. State Ass'n 
Notes, *; 
Detroit, Mich...... L conard’ Ill. 
Med. lenenel, *; 


The dailies of more than 5,000 
culation, but not classed as havi 
over 10,000, are as follows: 

Toledo, Ohio 

Milwaukee, Wis....Germania, 

Nashville, Tenn..../ American, 
(Sunday, *14,800) 

Dayton, Ohio...... Evening News, 

Crcame, Ih..cccse- Skandinaven, 


Evansville, Ind..... Evening Tribune, 
(Sunday, *8,000) 


Chicago, Ill.. 


Louisville, Ky 
Covington, Ky s 
Grand Rapids, Mich. Democrat, 
Columbus, Ohio.... Dispatch, 
Press, 
Ohio State Journal, 7 
(Sunday » 12,500) 
Dayton, Ohio...... Evening Press, 
Milwaukee, Wis....News, 
Quincy, :. Journal, 
Milwaukee, Wis... ./ Abend Post, 
Chicago, Ill Denni F'lasatel, 
Dziennik Chicago- 
* 


ski, 
.. Pantagraph, 
ews, 


Bloomington, IIl.. 
Joliet, Ill 

In so large a section, containing 
nearly one-third of our entire popula- 
tion, each individual advertiser w 
make the most promising selections 
from these lists and supplement them 
with additional mediums of more lo 
circulation, which are to be found 
large numbers in the American News- 
paper Directory. 


a 
BICYCLE REPAIRERS. 
BICYCLE-REPAIRERS are sO numerous t 


startling advertisements are necessary 
secure Business. A handbill of this 
has been widely circulated within the last 
few days on the south side: 

“ Bicycle surgery. 

“Acute and chronic cases treated w 
assurance of success. 

“Languid tires restored to health and vig 

“ Tires blown up without pain, Wind fr 

“We understand the anatomy, physi: 
and hygiene of wheels and = a oh a I 
or allopathic treatment as individual ca 
require. Sure cure guaranteed, 

* Testimonials : 

““*My wheel had three ribs fractured 
you cured it in one treatment.’ 

“*My tires were suffering with a case 
acute aneurism which had been pronour 
fatal by other bicycle doctors, but you cur 
the disordér and f did not lose a day of 
tour.’ 

“*T was troubled with varicose tires, 
volving frequent ru ay and incontinence 
of win You cure 

“ Thousands of cestiancisils like the abov 
sent on application.”"—Chicago Record. 


Keer the ball a-rolling— 
Rolling every day. 

Don’t let folks forget you, 
For it doesn’t pay. 





PRINTERS’ 


THE VERY FIRST. 


. John L. Getman cuts from the 
kimer, N. Y., Cétézen of July 16th 
first advertisement entered in 
etition for the PRINTERS’ INK 
and the PRINTERS’ INK coupon 
ent to Mr. Getman in accordance 
terms of the competition. 
the first to enter the field, where 
reds and possibly thousands will 
appear, it would seem proper to 
luce Mr. Getman’s advertisement 
» make some comments upon its 


the 





Printers’ 
Ink INK... 


lished in a the tasore interest of Business 
people. It tells the man of business 
how to advertise successfully. No 
» person can know all there is 
ibout advertising. Printers’ Ink 
vill tell more about it in its 52 issues 
un any one man could think of 
a life-time. Why? Because every 
page contains suggestions and hints 
m the best “‘ ad ’’ constructors and 
the large advertisers in America—and 
vere area great many of them. 
his fact, then, should impress any 
nsible person : 


Many Minds 
Can Teach One. 


Printers’ Ink concentrates the prod- 
tof the minds of many into each 
Can _ you afford to be without 

Send $2.00 for a year’s sub- 

ription to 


Geo. P, Rowett & Co., 
10 Spruce St., 
NEW YORK. 


will be observed that this ad is 
worded and effectively displayed; 

however, a fatal fault. The 
rlant point that the subscription 

ff Prinrers’ INK will be ad- 
| to $5 a year after December 
as been overlooked. Attention 
tails, the certainty that nothing 
tant will be overlooked, make 
iccessful advertisement writer, 

work is sought for and valued 
rice that sometimes surprises those 
have not paid much attention to 
matters, and believe that it is 
trouble to prepare a perfect ad- 
ement. 


sue 
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The following advertisement, con- 
structed by Chas. Zingg of Farming- 
ton, Maine, comes pretty near perfec- 
tion. 





inlaid inalillnaladltadltadltnli 


Young, 
Ambitious Clerks 


and 
Business Men 
of all and every description, ought to 
bear in mind that an early study of the 
knowledge how to advertise may be a 
mighty promoter of their sweetest 
hopes, to rise, to become independent. 





By subscribing for 


Printers Ink 


the weekly trade 
tisers, they receive 


Fifty-Two Advertising 
Lessons 


for only two » Gomars, postpaid by maj, 
one lesson wi 

PRINTERS’ = embodies the practical 
experience of rene years in the 
advertising field gives every week 
the views of the most competent writers 
on the advertising topics, new ideas, 
new impulses, new thoughts leading 
toward the road of business success. 

PRINTERS’ Ink is authority on all ad- 
vertising questions, it is the tried, faith- 
ful friend of thousands of self-made 


journal for adver- 


fter 
the subscription price will be advanced 
to $5a year. Address. with cash, 
PRINTERS’ INK, 

10 Spruce St., New York. 
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\RODDLLLL443.44444444444444444464454445544464 555 66» 6 bs 











FUG T TTT TT TT TT Tee eee 





Next week (August 7th) will be ex- 
hibited the advertisement considered 
the best of all that came to hand before 
the date of going to press with that 
issue. 


RECOGNIZED. 


Henry Irving, the famous actor, whose face 
has, through advertisement and illustration, 
become familiar to many people, was one day 
at a seaside resort, when he noticed a little 
girl looking at him fixedly. 

“ Well, my dear,”" ’ said he, “ do you know 
who I am? 

“ Yes, sir,”’ was the shy answer. 

“ Well, who am I, then? 

“You are one of Beecham’s pills.” 

And, indeed, his face had figured in an ad- 
vertisement of the widely advertised pills.— 
Exchange. 

a 

WHEN your brain gets weary, 

And your business gets dreary, 

And your ads no longer catch the trade; 

Invest in Printers’ Ink— 

It will surely help you think— 

And rejoice in the Copan you have made. 
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IMPRESSIONS OF CINCINNATI ADVER- 
TISERS. 


By Lewis Garrison. 


Cincinnati business men, as a rule, give the 
advertising solicitors a very cordial reception, 
even though they do not give them any ad- 
vertising. Display is in vogue by houses. 
The John Shillito fo Company run more readers 

than any other dry goods house. This is 
done in connection with large display space. 

The Cincinnati, Sanliben & Dayton 
Railroad have the most prominently dis- 
ean te advertisement in Cincinnati. The 

auty of the thing is that it is permanently 
located. On the high Carew Building, over- 
looking the Fountain Square, large letters are 
formed in gas pipe, ““C. H.& D. to Chicago.” 
At night the gas is turned on and the letters 
show upin great style. Not a person of the 
thousands passing along the streets fails to 
notice the unique gas sign. 

Bozeman & Bro., who operate the Vine 
street cigar store, have a regulation mile post 
fastene in front of their store, on which i is 
a | ‘ro miles to the next cigar store.’ 

here is nothing new in this, but the strange- 
ness of the sign attracts attention. Every 
one is aware that Vine street has a beer 
saloon or cigar store every other door. 

Further up Vine street a sign hangs promi- 
nently over the entrance of a saloon. It 
says: 


WHAT THE HO?—TELL BILL AND I 


LAGOON 
IS THE GREATEST UNDER THE SKY ! 








It is supposed to advertise in poetry the 
popular resort called “The Ludlow Lagoon.” 
ichard Murphy, the Seventh street 
plumber, has a great scheme for attracting 
attention to his window. At tne top of the 
plate glass he has a pipe which distributes 
water evenly across the entire front, and as it 
falls it makes eddies to the bottom. The at- 
tention once procured, the eye can see through 
the window and currents of water and behold 
the things usually found in a plumber’s shop. 
The Cree Indians that are in village 
life at the Cincinnati Zoological Gardens are 
said to be savages. However, they have as 
civilized notions in advertising as the 
average white man. Every day they pass 
over the principal streets,in procession. All 
are seated on jackasses, are headed by a 
brass band played by young Crees, which 
makes more noise than music, and each 
Indian carries a large sign, on which is paint- 
ed the attvactions these people offer at the 
Zoo. Altogether, the Crees have made an 
impression on the citizens of Cincinnati, and 
are drawing big crowds. Their manager is 
doing considerable newspaper advertisin 
Cincinnati is a good place for out-of- - 
sign advertising. Nearly all the work is done 
by local firms, very few outside concerns 
being advertised except by lithographs. 
Among those most prominent in the sign 
work are Wm. Hind, Knopff & Co., clothiers; 
Mabley & Carew, Conroy, C., H. & D., Big 
Four Route, Waldorf Cigar, Arnheim, the 
tailor, etc. 
+o 
IN A NUTSHELL. 


An article well selected and well bought 
becomes a necessity to the public when the 
— is properly approached.— 7he Water- 

ry. 


WHERE TO ECONOMIZE, 
Do not allow a difference in rate to 
= oom selecting what you consider 
st med ium. Remember that frequent! 

most expensive space is the cheapest. 
many dollars worth of goods you sell ir 
portion to the cost of your ad, and not 
much does your ad cost per line, is wha 
must cunabbes If you must economize, 


on space—not on medium. Small spa 

a reliable paper is better than large spa 

an inferior one.—Shoe and Leather Jour» 
—+or——_ 


DRUGGISTS’ PICTURE CARDS. 
Picture cards have a very limited us 
advertising mediums, still some shou 
ways be on hand to be given to childre: 
are sent to your store for goods. They gla 
the hearts of the little ones, and bring « 
back again when something else in the 
line is wanted at home. urther than 
the effect of sewn we advertising is 
uncertain, and depends upon the proba! 
of parents picking up the card the chil 
dropped at | enmny Se and reading the matt 
it. owever, the first use will justify 
sinall outlay they necessitate.—Merck's Mar- 
ket Report. 
HO 

Tuose who will not advertise 

Might still more economize— 

Do not any salesmen keep ; 

Close the — and go to sleep. 


Classified Advartiesment s 


Advertisements under this head, sesottnes 0 
without display, 25 cents a line Must bh 
handed in one week in advance 


WANTS. 
Py ste gs Eek fay o-* weekly. Ex 
perienced. Refs. nters’ ink 
V ISCONSIN AGRICULTU RIST, Racine, Wis 
Advertisements at 24 cents a line for 
circulation, guaran’ 
A’; Ai. eae? eines desires Poyemansh | 
class country office in N. Y. Stat 
“Mack e care Printers’ Ink. 


SERIES small outline cuts. Send proofs and 
lowest price. CHAS. B. BATES, Newspaper 
Advertising Agent, New Haven, Conn. 

{= wanted. Sample copy of Currs and full 

4 rticulars for six cents. THE CIIIPs 
PUB. CO., 407 Nassau Chambers, New York 
bs a to address in ex. for adv 
Send ra < Pa ver for parti 

TOWNSEND, 408 E. 22d inneapolis, M 


YW ASTED- To oS by small cas 
=n nt, interest in good Republican w 
paper: Services in exchange. Address | 
Hic ott City, Md. 
A*® experienced newspaper man wants [ 
part interest in weu-eshoniened da 
assume editorial charge. Address “ ti 
care Printers’ Ink. 
\ 7 E have an opening for an experienced 
journal advertisement solicitor, wit 
and ogee ideas. Give details. SH! 
LEATHER FACTS, Philadelphia. 
\ J ANTED—To purchase a good daily 1 
per in a city of 25,000 tu 75,000 inha 
East preferred. Address * DAILY Nt 
PER,” Room 34, Tribune Building, New Y 


W 4AxTED Ads for Pouttry MonTH 
bany, N. Y. Seventeenth year; no 
lation liars ; no cut rates; only approved a 
mitted. Rate and sample copy on applicat 


JRINTERS’ INK has acknowledged that 
the best advertisement writer in th: 
Am now with a house placing $200,000 « 
For personal reasons I would like to n 
. Have no objection to hagrine th 
Who wants a good mant A. CALD 
P. 0. Box #1, Chicago, Il. 
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PRESSWORK. 
1 have a Jong run of presswork it will 
you to consult us. Largest press-room 
y. Best of work. ost ssasonee 
; ERRIS BROS., 324-330 Pearl St., N. Y. 


i: 


oe 
DDRESSES AND ADDRESSING. 


ERS bought, sold, rented, or exchanged. 
uuable lines of fresh letters always in 
Write for lists and prices. Debility 
a spec ialty. A. LEFFINGWELL COM 
12-114 Dearborn St., Chicago, Ills. 
+o>—_—_—_——_ 
MERCANTILE LAW. 


NAGH & THOMAS, Omaha, Nebraska, 

wwyersand adjusters. Collections of job- 
vndied anywhere in lowa or Nebraska 
cess; 2,000 of the leading Eastern job- 
unine our reporte every wee Are rec 
ded by all credit men as the best system 
hing their trade. Write us. Ke ference, 
sloan, New York City. 


omr 
of wa 


W.& 
—_——— 
STRATORS AND ILLUSTRATIONS, 


"OUR AD is worthless if no one sees it. A 
\ clever sketch attracts. Combine the two. 
) striking sketches to fit your ade, $5. R. L. 
WILLIAMS, L. & T. Bldg., Wash., D. C 

ANI psc ong illustrations and initials for ag 
HH"; a and general free. AMC 


le anes cuts free 
TING CO » Newark, N 


ILL! 


per inc 
CAN II LUSTRE 


er 
PRINTERS. 
’AN BIBBER’S 
Printers’ Rollers. 
ye LOTUS PRESS, 140 W. 23d St.,N. Y. (Seead 
inder “Advertisement ( ‘onstructors.”’) 


ne check book, 1,000 checks, 3 deep, well 
—. verforated and numbered, my price 

KK — )N, Manager Printers’ Ink 
) igual e St., N. 


rt IN a kS—We make type, cases, stands and 

se—ever ything = a printer needs— and 

our ces are the » best s first. WALKER 
& BRESNAN, 201 to 206 William St.,N. ¥ 


I, Ooo NEAT business cards for $1.50. Ihave 

on hand a large quantity of fine bris- 

x = While it lasts I will fill orders at the 

 » ve. Cash with the order. WILLIAM 

J HANS ON, Rg Printers’ Ink Press, 10 
pl , New York 


( ye R outfit No, 1—85.50 : 
1,000 envelopes, 1,000 statements, 
O88 CAF Is; ten dollars’ worth printing 
3 ess cards $1 per 1,000 straight 
nting house in America. Send 2cent 
for samples. THE PAUL C. CARTY 
NG CO., Eberly Block, Columbus, O. 


1,000 linen note heads, 
1,000 busi 
for $5.50. 
e biggest 


+o —_—_——_ 
SUPPLIES. 
BIBBER’S 
ters’ Rollers. 
retching. BRUCE & COOK, 199 Water 
New York 
[kh ADS—44¢x84¢,10M $10, 5M $s; 
”. ELECTR fe PRESS, Medison: Wis 
V VSP +! = Rolls or sheets. First quality. 
ite . ELLIOT & Co., Philadelphia, Pa. 
PAPER is printed with ink 
d by the W. D. WILSON PRIN 
1,10 Spruce St., New York. Spec - 
uvers, 


; 10M 


nn 
‘T INK 


ell envelopes tise Johuatos sells printers 
10,000 good XX 6 H White En 
printed with your card and delivered, 
for $10, check with order. 10,000 circular 
es for $8.50. Satisfaction guaranteed 
CK, Printer, Zanesville, ¢ 
UCKEY CHALK PLATE CO., Cleveland, 
The widely advertised injunction suit 
certain chalk plate makers does not af- 
nany way. We offer you good goods at 
stcompared to that of the would-be mo 
ts. Recoating plates Yc. square inch, 
ash accompanies order. Send for our cir- 
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PAPER. 

M. PLUMMER & CoO. furnish the paper for 
this magazine. We invite correspond- 

ence with reliable houses reserdios paper of all 

kinds. 45 Beekman St., New Yor 

+o 


PRESS CLIPPINGS. 


GQ OUTHERN CLIPPING BUREAU, Atlanta, Ga. 
Press clippings for trade journals and adv’rs. 


6 his CHICAGO P bared CLIPPING BUREAU, 

Salle St.,Chicago. 40 expert readers. 
ateaas all satis. We can help push your 
business. 


BILLPOSTING AND DISTRIBUTING. 


> et Ee ee gavertising. | matter, 
* 730 9th St., kK , Washington, D.¢ 


I J. DAVIS, circular dist’r and billposter. 
4e Eaton & Calhoun Co’s. Box 263, Olivet, Mich 


E. WILLIAMS, Oshkosh, Wis., city billposter 
ewe and distributor Reliable and definite serv- 
ice. yy gee 32,826. ywn all boards in the 
city —30,000 square feet 

=< 
BOOKS. 


bought and sold. Send stamp for 


)LD books 
CRAWFORD, 312 North 


list. Address A. J. 
7th St., St. Louis, Mo. 


4 ANGER SIGNALS, a manual of practical hints 
for general advertisers. Price, by mail, 0 
cents. Address PKINTERS’ INK, 10 Spruce St., 
New York. 
MERICAN NEWSPAPER DIRECTORY for 
d 1895 (issued June With). Describes and re- 
cae the circulation of 20,395 newspapers and pe- 
riodicals. Pays a reward of $25 for every case 
where a publisher is not accorded a circulation 
rating in accordance with facts shown by his 
statement in detail if signed and dated, and $100 
reward to the first person who shows any such 
statement to have been untrue. Over 1,000 pages. 
Price, Five Dollars ; 31 cents extra for postage if 
forwarded by mail. Address GEO. P. ROWELL 
& CO., Publishers, No. 10 Spruce St., New York. 


ADVERTISING MEDIA. 
T= YANK, Boston, Mass., 60,000 monthly. 


»}OCKLAND, Maine, | 
\ in three counties 


DaILy Star. Only daily 


F you advertise in Ohio ~ wit get yeonite. 
For particulars address H. D. LA COSTE, 38 
Park Row, New York 


NY person adve ortising in PRINTERS’ INK 
to the amount of $10 is entitled to receive 
the paper for one year 


66 | N her Post INTELLIGENCER Seattle has one 
of the four great papers of the Pacific 
Coast.” — Harper’s Weekly. 


ore ER advertisers ors that bring results, 
-D. LA COSTE, ark Row, New York. 
Age 4 for good me .diums only. 


N all America there are only eight semi-month 
lies which have so large a circulation as the 
WISCONSIN AGRICULTURIST, Kacine, Wis. 


JAPEK AND PRESS, the leading magazine in 

the printing anes en industries in Amer- 

ica. Circulates exclu ly to buyers—indorsed 
by buyers. P' hiladelphia, Pa 


"yo reach buyers of machinery, appliances and 

supplies for prhiters, lithographers, book 
binders, manufacturing stationers and all allied 
industries, PAPER AND PRESS, Philadelphia, Pa. 


RE you advertising in Ohio! We invite your 
attention to the Dayton MORNING Times, 
cire ulating 4,500 c opies daily ; the EVENING News, 
» 00 copies each issue, anc the WEEKLY Times. 
Ni ws, 4,500 copies; are the representative fam- 
ily newspapers of Dayton, ond with their com- 
bined circulation of 14,000 cageen daily thor 
oughly reach the homes of that section. Dayton 
isa prosperous city of 80.000, and the News and 
TIMES are long established journals, and have al 
ways enjoyed to a marked degree the confidence 
and su prose of the best people in Dageon, Ad- 
dress . LA COSTE, 38 Park Row, New York. 
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20 PRINTERS’ INK. 


MISCELLANE NEOUS. 


66 JIN her Post-INTELLIGENCER Seattle has on: 
of the four ” Weekly. papers of the Pacific 

Coast.”’— Harper's 

Wiecnly” Engl AGRICULTURIST, Racine, Wis. 
a a -) ied paper printed 


ELECT TROTY. PES 


TM etod us with a rule @ job for: for electros. THOS. H. 
ISLEY CO , 149 Leonard St., N. Y. 


es: 0 and get our ‘best half-tone portrait. 

kinds of cuts at prices as Cyt 

Write us your wants. CHICAGO PHO - 
GRAVING CO., 185 Madison St., Chicago. 


Yon may write your own a but one thing 
sure—you can’t your own cuts. 
r best half: tone cut eees 
y CHICAGO PHOTO 
ENGRAVING CO., 185 Madison St., Chicago. 


——_+o > —_—_ 
ADVERTISEMENT CONSTRUCTORS. 
L™™ ADS. CURRAN. _ 


ETCH Ta JAMES RB 1 R. LONG, Wash., D. C., 
1308 B St., 


SX retail me os —— $5. R.L. CURRAN, 
111 W., 34th 5) 


4 go" CUTS and 4 vetait ads for Upto-date 
Proofs free. MARGIE BOWMAN Bu ‘alo, N. Y. 


O Tor 81 readers and 1d car signs written 
for oe Sie ob ow Yor R. L. CORRAN, 1 
ew 


Brains meena interested ! I assume all 
details of writin; A painting. “CLIFTON 
WADY, Somerville ( n), Mass 


Ts cote writer of eee medical and 
advertisin, Advice or samples free. 
ULYSSES G. MANNING, Sout G, South Bend, Ind. 


ITTLE ads of 10, 2, 29, 90 lines are what I do best. 
General advertisers can have imens. 
R. L. CURRAN, i West sith 8 St., New ¥ ork. 


I LIKE to write catchy local locals. I will write you 
a dozen, every one a real business coaxer, for 
$3, until Aug. 15. FRANK V. STUMP, Goshen, Ind. 


SAFE rule to follow : No matter who does 

4 the tome, your ads circulars or book- 

lets, be sure to have WM. JOHNSTON, of Print- 
ers’ Ink Press, do the printi ng. 

N Y booklet is most read: People who ask 

any business man 

who his business paper. K. L. 

CURRAN 1 Lil West th 8t., N New York. 


TE are polyglot ad-smiths. hd oy Lg 4 
y talk 4 “ight languages. le adv 


k in e 
ye a order. 
THE NEWS RESS, fi Nassau St., New York. 


© a as for 38 5 advertisements a year. 


52 
E. L. SMITH, Codman | Bldg., Boston, Mass. 


6é A?’? DVERTISING FOR RETAILERS, ” 64 pages, 
rong a Ls you don’t get a quarter’s 

worth you ar, ¥: Pe ur quarter back. CHAS. 

AUSTIN BAT’ Vanderbilt Building, New York. 


Foe $10 — >! 1,000 8 booklets, Deine 
ity of Reavy — en pager and any 
color of | ink § pla § must 


accom 

wit ler ani copy. Prat furnished. Address 

AM SOHN ‘ON r Printers’ Ink 
Spruce St., New Y y York 


pie 039 advertisers form | the bulk of my cli- 
though f'felos my work mighty, my "charees tor 
oug! jue my wor! my ¢ 
wri vertisements for retail tmerchan te are 
all advertisers to tell me 
H. P. BROWN, Paulo 


page magazin e ads for $5, in- 
ae? Titties out ss and give an el 


W ANT to know met lc. bring: 
plead. W. C. STEWART,4114 Elm Ave 


[om rant gn rir n easy, breez 
pep [ee 

I fancy cm the measure of your rv 

ments. Let me forward a few “ feelers. 

have any notion of doing business w ith me 

mad 2 stamp—I have some. JED SCAKI 

Box 63, Station W, Brooklyn, N. Y. 


Ws VE been pushing a new cigar ely 

Here’s what the secretary of the ciga mn, 

y says: “ I think this the c r advertising of 

e century.” What we have done for cigar w: 

we can do for you. les of these ads, « r 

new circular i you want them, free. WILDER 
& CO., 621 Market St., San Francisco. 


Tf you’re in business and advertise, I'd | t 
correspond with you. My business is I 
crease your business and to build up my 

The best business-bringer is advertising 

erly written and placed. I do both as w 

man is capable of doing. -— “3 bs oe t 


value in my work, you ey! nothing 

more. Will you write! mo. SMI L. &T 

Baltimore Washington, D. C.; Equitable Building 
ti 


[4 - - - deg od of advertivements, od means 
writing, hoagie pte A pamery electr:'typ- 
ing and printing. enie part o ofm ay bast 
of course, is the writ In doing th 
above all else, to use pla in. simple languag.. | 
believe this element, coupled with attractiveness 
is essential to success. I get down my dicti ry 
many times a day to look te se words ar 
those which come its SES 
Box 2838, Brooklyn, N. Y. Generally spe: am ga 
good ad, with a good pen and ink drawing. is 
worth at least $8. I have samples of this work 
for interested advertisers only. 


Ww sr I can do : I can build a city (hav« 
it); I can — a church with pew-hold: 
can sell good real estate (have done it 
times); I San fila. a hotel with guests (hav: 
it); Ican secure joans; I can increas |! 
business of = store; 1 can secure mon 
M good Be iT imate undertaking; | can [ 
build with tenants (have done it, the lary 
one of — in the world). How will | 
these  - By advertising. I never 
failed. 4 me a desc: ription ¢ of what you 
done in the above anee ane} will submit t 
pa coy Fd the cost. O. W. CRAWFOR! 
vertising Manager, Masonic Temple, Chicay 
4 PAMPHLETS, costing $400, 1 
50, 00K be a total failure, while $425 : i 
have ‘nade it immensely profitable. ably a 
little extra taste in th 
made | =. the difference. 
said e have no monopoly 0 m good tast« and 
a --] ” still the fact | remains tha! our 
art education and knowledge of good prin' 
enables us to give better printing servic: 
4 are accustomed to. We relieve our 
omers of all the annoyance of trying t 
out” their own work, and give them printing « 
vice that they inetabtly rec a as values! 
We wanta few more ers of t 
a. ey" this THE LOTUS: PRESS 140 W 
t 


7 OU never can tell ¥ what you can do unt 
try. [had no idea there were so ma: 

heed with two-dollar bills since | began a. 
ith two-do! d 
ing, but I have had enough of them to m 
Iam a business man, a: 

are applicable to 

I sta 


tsid 
thoroughly. I have had pl: 
experience writi ty for all sorts of retai 
Iknow that rs make money by off 
rgains, and Iam ‘finding out t 
a _— t y hy oe on my ow! 
lere’s the pro ition over again 
and 5 Wanamaker cuts for $2 
advertinements written to — order, acc 
to your own suggestio ns, it your own 
and your money back if you want 
van ike the ads say et ani I will make 


o to vou 

have any hesitancy in sending me the mon» in 
vance, ask PRINTERS’ INK about me rst. 
HENRY HOLMES, 17 Beekman St., New Yo 





PRINTERS’ 


NEWSPAPER INSURANCE. 


T & YANK, Boston, Mass., wards off business 

leath. 60,000 monthly. 
—__ +o 

TO LET. 


NK, Boston Space. 

have for rent, at 10 Spruce St., two con- 

necting offices, one large and one small. 
re up only one flight of stairs ard are we 

i and the pleasantest offices in the build- 
ze of large room about 20x24; smaller, 
If wanting such offices, please call and 

bout price, ete. Will be tted up to suit. 

ss GRO. P. ROWELL & CO, 


iDVERTISING AGENCIES. 
QTANI EY DAY, New Market, N. J. ADVERTIS- 
:'s GUIDE, 2c. a year. Sample mailed free. 


modern facilities ; mon- 


I TNDLASED opinions ; 
WILDER & CO., 


rchs of the Pacific Coast. 


San | 'rancisco. 


\ NY responsible advertising eqeney will guar- 
untee the circulation of u WISCONSIN 
LTURIST, Racine Wis., to 


yu wish to advertise camennen wy At re 
i to the is P ROWELL 
. New York. 


Aanict 


, 10 Spruce 


FOR s 4 LE. 
» -LINE advertisement, %. WISCONSIN AGRI- 
® CULTURIST, Racine, 


> £ BUYS 1 INCH. 50,000 copies Proven. 
$3.50 ‘ 


WOMAN’S WORK, Athens, Ga. 
k* R SALE — Campbell press, 30x43, hand or 
power ; good as new. TRIBL TNE, Free eland,Pa. 
| /R SALE—Republican weekly in good Mary 
land county. Cheap for cash. Address Box 
74, Ellicott City, Md. 


46 | her Post-INTELLIGENCER Seattle . one 
of the four great — of the Pacific 
Harper's Weekly 


\ EEKLY,  — “circulation Best adv. pat 
- of any paper State. Av. 18 cols. 
per week, $1,200cash. “CAM,” Printers’ Ink. 
JOR SALE— Modnen S00 afice in a city of 30,000 
population reasons for se =a 
Great opportunity for a live man. MORNIN 
STAR, Rockford, Tl. 


’R SALE—Good job office, ch 0 nal 
ost, $3,000. Established trade in Northern 
Expenses low. Splendid chance. 
’ care Printers’ Ink. 


Fine ie opel and printing busi- 
ane —z nt, near- 

ly $10,000 ; ed. lant ywher 

Sots 1ined ed else where. Batteane fatall. “X,’ 


RARE chance is offered any one wanting to 
established and ag rous Western 
e and t. Sickness com- 
Any reasonable offer considered. 

»” care Printers’ Ink. 
EATEST anata ; of the year—Editor and 
»wner of two papers and a plant, in 
ng type machine, 5 presses, 2 engines and ali 
itfit, with cont for? ‘other weekly pa- 
Must sell, by order of physician. Business 
uly for live and experi aan Oo ote —— 


tint - we 10 r cont on ss 
tern “GORDO of Printers’ 
Ink, This a men of —-s only. 


A SM ALL trade weekly, ‘published in New York 
. y, established over twelve years, well and 


Coast 


I RNG IN,” 
Fk RS ALS 


ness 


country and abroad ; 
ear (the worst 


—, w —_ 
experienced 
“Offered b: quae only 


mn fe nent it 


may 

of $30 each. To receive ntion replies 
ontain references and full particulars re- 
1g writers’ experience and means. Address, 
weeks, “ E PAYER,” care Printers’ 


r wy known in this coun 
y one of itskind. Paid last 
enty Lk its tendo) about $1 
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ADVERTISING NOVELTIES. 


\ RANDMA’S ROCKER [peace your advertise- 
1 ment before the family and keeps it there. 
ples free. F. P. HARDEN, Box 1758, Boston. 


re the purpose of inviting announcements 
of havens Novelties, likely to "~*~ 
reader 2ll as advertiser, 4 lines will be in- 
serted unaer this head once for one dollar. 


er ET MUSIC—The latest : “ Private Pomany 
» Atkins,” with your ad on, in lots of 1 M to 
million ; 20 other pieces. Write me ; state quan- 
tity wanted. A. kK. PARKE, 70 State St., Chicago. 
M EMORANDUM PADS—Ruled or plain. Any 
4 size to order, in ‘ —, at 7 cents = 
pound. Fine quality, F. o.b Holyo! 

h with order. G MIFFITH, ax ELL &CADY 
CO., Embossers, Holyoke, Mass. 


‘| °HE fellow that knows it all” is satisfied ; 
ut for folks who are seeking new ideas 
we have many suggestions in premiums and ad- 
vertising eponialeins. Books, sheet music, games, 
etc, State your vonnce see. " will know w 
to send you. THE CURRENT PUB. CO., 1026 Fil- 
bert St , Philadelphia. 


ARRANGED BY STATES. 


Advertisements under this head, two lines or more 
without display, 25 cents a line With ¢ paples or 
black faced type price is 50 cents a line, ust 
be handed in one rousll in advance 


ARKANSAS. 


For local and State circulation in Arkansas the 


Little Rock Gazette 


Covers the field completely. It holds the Asso- 
ciated Press franchise, uses Mergenthaler lino- 
types, and with the circulation prestige and in- 
fluence gathered through seventy-six years’ con- 
tinuous publication is an unequaled advertising 
medium in its territory. Investigate its circula- 
tion and rates. 


CALIFORNIA. 


Alwaysal AHEAD. }—Los Angeles Tomes, So. Cal.’s 
daily. Circulation over 14,000, 


T 7] HE great ( California fruit-growing d district of 
which San Jose is the center is thoroughly 
covered by the San lone MeRcURY. Sample cop- 
ies free. For gtvertang rates in daily or 
weekly address San Jose, Cal. 
THE WA VE, San Francisco, Cal., 
leading Pacific Coast so- 
ciety, literary and political weekly. E. KATZ, 
186-187 4 pet Bide. ogg 13 weekly 
York, N. Y., , guarantecd. 


ue x inicen has a larger daily ang ay 
than all the other Foy m3 papers 
Francisco combined, an largest circ a 5. 
of any daily west o ‘Chicago, while the weekly 
EXAMINER the highest circulation yet ac- 
corded to any paper west of the Missouri.— From 
Printers’ Ink, issue of July 3, 1895. 


IOWA. ites 


( UALITY as well as quantity are important 

considerations for an advertiser. The TELE- 
GRAPH, Dubuque, Iowa, 
Many of the largest and 
represented in its columns. 


LOUISIANA. 


i W. PRESBYTERIAN, New Orleans, weekly 
S. over Ala., ark., Fia., La., Miss., Tenn., Tex. 


MAINE. 


DS in THE INDEPENDENT, Farmington, Me. 
produce results and mail! orders. 


























ie! its patrons both. 
leading advertisers are 
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PRINTERS’ INK. 


MASSACHUSETTS. 


NEVADA. 





30 cE CENTS for 40 words. 6 days. Daily Enrex- 
PRISE, Brockton, Mass. Circulation 7,000. 


"YHE WEEKLY COURIER, Genoa. Six | 
All home print. Leads in Nevada. 





MICHIGAN. 


] UCHANAN, Mich., is booming. Every citi 
zen reads the RECORD ia 
mpaE SOO DEMOCRAT, Sault Ste. Marie, Mict.. 
It should be on your list. 
AGINAW COURIER-HERALD. Daily, 6,000; 
‘ ) Sunday, 7,000 ; weekly, 14,000. : 5 Bata 
S- AGINAW COURIER-HERALD is delivered di 
rectly into the homes by its own carriers. 








GAGrIxaw ¢ COURTER HERALD, largest cire’n 
in No. Mich. Full Assec’d Press aispetches 


GAGINAW I Evening and Weekly NEWS. ae. 
est circulations in the Saginaw Valley, Mie 
QAGINAW COURIER-HERALD is the leading 
«) newspaper in Northern Michigan. Issued 
mornings except Mondays, Sunday and wee kly 
Daily, 6,000, est. 1870; Sunday, 7,000; Weekly, 
14,000, est. 1857. Saginaw (pop. 66,000) is the third 
city in Michigan. For further information ad 
dress H. D. LACUSTE, 38 Park Row, New York. 


MISSISSIPPI. 


NHE WATCHMAN has a large circulation 
throughout the Southern States, and is a 
splendid advertising medium. Send tor fame 
copy and advertising rates. JAS. M. WALKER, 
Publisher, Williamsburg, Miss. 





OHIO. 


yp Mansfield (Ohio) News ; proved circu 
daily 3,000, weekly 5,000 copies. 
ARGEST cire’n of any ee pa 
4 nation: BEACON AND NEw ERA, A, Springt 


6 TH HE leading ils cane daily THE 
CaALL—receives the Associated Pr: 
port.” —New York World. 


HE circulation of the Piqua Damry ( 
greater than that of a'l the other Piqu 
lies combined _ It has no competitors. 
est A, Vlilo, has grown to be a city of 
t is the third city in this country 
production of linseed oil, and “Piqua bra: 
strawboard stands at the head. nere ar 
13 cities in Ohio whose manufacturers 
greater amount for labor.—New York 77 


PRE Piqua, Ohio, CALL is the only daily 
between Toledo and Dayton and Colu 

and Indianapolis which receives wire n 

having the exclusive Associated Press ~~ 

It has a circulation of 1,515 opies daily, 

live, progressive nowapaper Piqua is ¢ ons 

by electric railway with Troy, Ohio — a “ 

seven miles distant. having a population of 4.00 

and THE Piqua CALL has a greater circulati 

Troy than any Troy dail For prices for space 

copies of the paper and any further inf 

tion, address H. D. La¢ ‘OSTE, 38 Park Row 











MISSOURI. 


] ” ANSAS CITY WORLD, daily exceeding 25,000, 
\ Sunday 30,000. 





POPULAR query: 
NIGHTLY say a 


MONTANA. 


Ta LIVINGSTON ENTERPRISE : eight pages: 
all home print. Circulation exceeds 


“NACONDA STANDARD. Circulation cans 
times greater than that of any other daily 
or Sunday paper in Montana: 10,000 copies daily 


NEBRASKA. 


EARLY 700 publishers are increasing their 
4 circulation by offering to Germans the 
FREIE Presse, Lincoln, Neb., at 65 cts. per year ; 
8 page wkly; samples free. Write for particulars. 


NEW JERSEY. 

HE DECKERTOWN INDEPENDENT has the 
> largest circulation of any paper in Sussex Co 
I RIDGETON (N. J.) EVENING NEWS leads all 

South Jersey papers in circuiation. Space 
ads 12cents, 15 cents, % cents an inch an insertion. 
THE EVENING JOURNAL, 

JERSEY CITY’S 
FAVORITE FAMILY PAPER. 
Circulation, - - - - 5,500. 
Advertisers find [T PAYS! 


NEW YORK. 


: “What will the FORT- 
out it?” St. Louis. 

















OKLAHOMA. 


Ts GUTHRIE DAILY LEADER, the lea 

morning paper in the Territory, accept 
vertising with the distinct and positive ; 
antee that it has double the paid circulat 
any newspaper published ip Oklahoma. |} 
Lucas, . Adv. Mer. 


PENNSYLVANIA. 


Turd "\HE PATRIOT, Harrisburg, Penna. F 
rd year. Politics, independently Der 
Re r at State capita! 





daily. 5,000 week 


\ WAY down in the corner of the spl 
Keystone State is the richest, most beaut 
ful county of all, with only 192 square miles « 
o0.eee people. Delaware County, with the cit 
Chester, are covered thoroughly by the Che=t« 
Tres , the best local daily in Pennsylvania. | 
excelled nowhere in the thoroughness with \ 
it covers its district. KE verre reads it be: 
itis so full of local ne and ‘ood advert 
ments. WALLACE & SPROUL hester. Pa 


RHODE ISLAND. 
,HE HOME GUARD, Providence, _. 7 
year. Circulation 5« 








SOUTH CAROLINA. 


TRE daily edition of THE STATE, Colum! 
, is the most popular paper in a hu 

South Carolina towns. e semi-week)y « 

reaches over 1.000 p <t-offices in South Car 


TENNESSEE. 





(\UEEN OF FASHION, New York Cit 
Issued monthly. A million caolane a year 


ELMIRA 
TELEGRAIS1. 


ELMIRA, N. Y. 
Known Circulation Over One Hundred 
Thousand Copies Weekly. 
A. Frank RicHarpson, General Agent. 
Rooms 13, 14 and 15 Tribune Bldg., New York City. 





\ EMPHIS MEDICAL MONTHLY. Men 
4 Tenn. Only medica] periodical pub! 
in the Miss. Valley between St. Louis and N« 
leans. Established 1880. 





TEXAS. 


‘HE TEXAS BAPTIST STANDARD, Wa 
Texas, has purchased the Kentucky Bo} 
of Louisville, Kentucky, and changed its ' 
to the KENTUcKY Baprist STANDARD. The 
bined circulation of the two papers is 25,000 » 
ly, much larger than that of any other relig 
in the South. The STANDARD - the 
e “ial paper og! a Territory Baptist R 
reasonable. ress TEXAS BAF Ist. ‘STAY 
ARD, Waco, [a 


slow. Population 54.00 








PRINTERS’ 
VIRGINIA. 
— > HE STATE, Richmond, the leading evening 
ies | paper in a community of 125,000 people, 
— publ en s full Associa Pi dispatches, and is 
alive, up-to-date family newspaper. New ae 


vent, typesetting machines, new 
any improvements. Greater local circulation 
t any other Richmond daily. Prices for apne 
f . D. LACOSTE, 38 Park Row, New York 


WASHINGTON. 


WES TTLE TIMES. 





EATTLE TIMES is the best. 


| _ a is the home paper of Seattle’s 60,(00 


\TTLE POST INTELLIGENCER. 





S* Jae afternoon on daily, the Times, has 
' the largest circulation oft any evening paper 
of San Francisco. 


*. , N 
ast ae 


wd SPOKESMAN-REVIEW 


nly morning .. Consolidation SPpok 
and REVIEW. Txclusive control wereing 
No competitor within 500 miies. Popula 
Spokane, 1881, 500 ; 1894, 35,000. The past and 
ent history of ‘Spokane has been marvelous ; 
its future will be the wonder of Western civili 
zation. The Review isthe recognized exponent 
ll the best interests of Spokane and the vast 
ountry tributary to it. 


WISCONSIN. 


\ ISCONSIN AGRICULTURIST, Racine, Wis. 
Only English gpg paper printed 
; Rates on 
000. 


her Post-INTELLIGENCER Seattle has one 
of the four ess ees of the Pacific 





MAN 








y 2 cents a line. Circu- 








MEXICO. 
W OULDN’T you say that who speaks for or EL 


FaRo assists you if your ad is in the paper! 
Apartado 305, Mexico City 


SO. & CEN. AMERICA. _ 


P PANAMA STAR & —eale. 
ANDREAS & CO, 52 Broad St., Agents. 
Send for sample a 


CLASS PUBLICATIONS. 


idvertisements enesried onder this heading, in 
¢ appropriate class cost 25 cents a line, for each 
vsertion, One line, without display or black 
iced type, inserted one r, 52 weeks, for $13, 
months for $6.50,3 months for $3.25, or 4 weeks 
for #1. Display or black faced type at 50 
nts a line each issue. or $26 a year, or #2 a 
nth, for each line of pearl space — ied a 
> whole advertisement For the er who 
loes not find the heading he wan one will be 
wade to specially fit his case. 


AGRICUL gel 
HOME AND FARM, posers, 
WISCONSIN AGRIC’ RIST, Racine, Wis. 
WISCONSIN AGRICUL TURIST, Racine, Wia. 
COAL. 
)AL. TRADE JOURNAL New York City. 
DANCING. 
THE BALL ROOM, Kansas City. Semi-monthly. 
FASHIONS. 
EEN OF FASHION, City. 
sued monthly. A million copies a year 
{E WAVE, San Francisco, Cal. 13,000 weekly. 
FRIENDS. 


LENDS’ INTELLIGE cen, re [piintetghtn. Ese 
vblished 1844, Circulation 
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" GERMAN. 


THE TAEGLICHE ABEND PRESSE, dail: 

lished at Cincinnati, is credited — i 3 
rirculation rating accorded to 

From Printers’ Ink, 


ete 


est ¢ 
daily in Onio. yma =e 


May 15, 1895. 
HISTORICAL. 

THE AMERICAN MISSOuIOAL REGISTER, a 
Monthly Gazette of the Patriotic Hereditary 
Societies of the United States of America. Send 
for advertising rates and specimen copies. 120 
5. Sixth St., *P iladelphia, 


HOMC@OPA THY. 
HOMCOPATHIC RECORDER, Phila., Pa 
HOUSEHOLD. 
WOMAN’S FARM JOU RNAL, St. Louis. Monthly. 
INSURANCE. 


IF you want to reach a class, advertise in the 
class journal of that class. Insurance men as a 
class (there are er 100,000 of them in the U. 8.) 
are in fair ave nancial condition ard have 
money to spend for ote things they think they 
want. If you want to reach the insurance men 
advertise in THE INSUKANCE MONITOR (es 
tablished 1853), the oldest and biggest and “ best 
and goes farthest ” Insurance Journal in Amer- 

137 Broadway, | N. Y. City 


INSURANCE AND BU TLDING LOAN. 


THE ENSIGN, St. Thomas, Ont., monthly, 10,000 
among insured, property owners, investors, ete. 


JEWISH. 

JEWISH SPECTATOR, Memp’ inte, Tenn., and New 
Orleans, La, Oldest, forges, —— most widely 
circulated Southern Jewish pape: 

KNIGHTS OF PY THIAS. 
THE KNIGHTS’ JEWEL, Omaha, 60,000 yearly. 
LARGEST CIRCULATIONS. 
‘. Y., TELEGRAM : Over 100,000 weekly. 
LITERATURE. 
THE WAVE, San Francisco, Cal. 13,000 weekly. 
MEAT AND PROVISIONS. 
The National Provisioner, N. Y. , iene 
MEDICINE AND AND SURGERY. 
MEDICAL SENTINEL, sworn cir. Portiand, Or. 
RELIGION. 
CATHOLIC WESTERY CROSS, Kansas City, Mo. 
SK ANDINAVIAN. 

THE highest circulation rating of any Skandi- 
navian paper in American is accorded to the 
DECORAH-POSTEN OG VED ARNEN, 
twice-a-week, in the Norwegian-Danish lan- 

guage, at Decorah, la.—From Printers’ Ink, 

tssue of May 15, 1895 

SOCIETY. 

THE WAVE, San Francisco, Cal. 

SPANISH. 


REVISTA POPULAR, established 1888. lenges 
Spanish circulation in the world. ta ons 
in all languages : 46 Vesey St., N. Y. City 

SUNDAY PAPERS. 


ELMIRA, N. Y., TELEGRAM: Circulation over 
100,000 copies weekly 


« TEX TILE. 
TEXTILE WORLD, Largest rating. 
TY. PEWRITERS. 
PHONOGRAPHIC W< RED, New York City. 
WELSH. 
YDRYCH. For half a century the national or- 
gan of as Welsh people. Weekly issue 12,000 
co anol For advertising rates address Y 
DRYC H, Utica, N. Y. 
WOMEN. 


QUEEN OF FASHION, New York City 
Issued monthly. A million copies a year. 


ELMIRA, N 





13,000 weekly. 
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astern Cars 


We Control the Exclusiv> 
Advertising Privileges 
in the following cities and cars : 


Boston, 150 cars. Lynn, 9o. 
Salem, 45. Lowell, 4o. Lawrence, 30. 
Haverhill, 25. Brockton, 40. 

Fall River, 45. Nashua, 12. 

New Bedford, 35. Newport, 15 
Providence, 180. 


707 ‘* Full-Time” Cars. 
é 


Rates, 40c. per month per car on Annual Contracts and 


You Get What You Buy. 
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2 earw 
rs * Full-Time 
@ Car Basis 





e Control 


Over One-Third the 
Street Car Advertising Space 
in New England. 





50 Bromfield Street, Boston. 
32 Westminister Street, Providence. 
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PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS, 


(@ Issued every Wednesday. Subscripticn 
Price: Two Dollarsa year. Five Cents a copy ; 
Five Dollars a hundred. No back numbers. 
After Deseumber 3 the subscription price will be 

e Dollars a year. 

te Publishers. desiring to subscribe for PRINT- 
ERs’ INK for the benefit of advertising patrons 
can obtain special terms on application 

t@ Being printed from platen it is always 
possible to issue a new edition of five hundred 
copies for $25, or a larger number at same rate. 

tr If any person who has not paid for it is 
receiving PRINTERS’ Lyk, it is — some one 
has subscribed in his name. = is 
stopped at the expiration of the } 0 pala | 

ew York Urrices: No. 10 Spruce SrKeer. 
CHICAGO AGENTS. 
Bennam & Incranam, Room 24, 145 La Salle St. 
LONDON AGENT, 
F. W. Sears, 138 Fleet St. 


NEW YORK, JULY 31, 








1805. 





SENSE in your ads will bring dollars. 


THE best ad you can get is none too 
good. 

AN advertisement does not improve 
with age. 


ADVERTISING will not injure the 
finest fabric. 


Aps, like bread, are easily spoiled 
in the making. 


AN ad must have some push in order 
to have any pull. 


AN ad should be the concentrated 
essense of sense. 


IT is more important to watch your 
**ads"’ than your clerk. 


UNITED they stand, divided they 
fall—business and advertising. 

WHEN business begins to slacken, 
let your ads begin to lengthen. 


IF you have anything to tell the 
public, do it in a telling manner, 


MAKE your ad so pointed, that it 
will pierce through the eye into the 
mind. 


You must have ivéerest in your ad- 
vertising if you want to make cafifa/ 
out of it. 


ADVERTISING is like medicine. Very 
often the belief that it will cure you 
does half the work. 


Ir is easier to fill space than to pay 
for it. Waste no words, but weight 
them all with meaning. 


PRINTERS’ 
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SILENCE is not golden in business. 
Talk, and talk loudly and often, if 
you want to make trade. 


BusINEss may be done without 
vertising, so will grain grow wit 
fertilizers. But what will the har 
be? 


Ir there is one newspaper in 
country that is thoroughly read, m 
ing, evening and Sunday, it is 
New York Sun. 


A COLORADO paper recently got 
‘*before taking ’’ and ‘‘after tak 


cuts of a patent medicine ad mixed 
the amusement of discerning reade: 
——— 


PRINTERS’ INK would like to rec: 
some good jokes to brighten up 
pages. They must be short, sh 
relate to some phase of advertisin; 
the advertising world, and should 
as funny as possible. 

FEw hobbies or pursuits are so well 
represented, numerically, by a dis- 
tinctive or technical literature, as phi- 
lately or stamp collecting. Year books, 
quarterlies, monthlies and weeklies 
are devoted to its interests. 


A MAN is well dressed when what 
he has on is not conspicuous. Loud 
colors and glaring combinations 
offensive. Similarly, a good adver 
tisement does not shock the se: 
bilities, but appeals to the intellect 

BEGIN lifting a light weight the first 
day, and add a little to it each cay 
thereafter, and you can soon lift what 
would seem ten times too heavy when 
you started. Begin advertising a little 
at a time, gradually increase it, and 5 
will soon have capital enough to ena!)le 
you to advertise extensively. 


SoME letters which you receive are 
in envelopes, so covered with 
tisements of the firm or person s 
ing them, as to scarcely allow 1 
for the address. Such an envelope 
presses you disagreeably, and giv 
poor opinion of the business met! 
of the sender. A plain, neat car 
the corner of an envelope is mor 
fective than its almost complete c 
ing with business announcements 
overcrowding of this sort is as ba 
overcrowding space in a newspape! 


periodical. 
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[ue door which leads to success is 
often that which opens into the 
ce of the advertisement constructor. 


\MERICAN newspaper readers are 
irp. They do not read advertise- 
its for amusement ; they seek news 
yods and prices as well as of cur- 
events. Ads may be made newsy 
attractive without any labored ef- 
to tickle the risibilities. Wise 
hants are arriving at a better un- 
lerstanding of these facts. 


EVERY newspaper man should see to 
that his home advertisers, and those 
ought to become such, are sub- 
scribers to PRINTERS’ INK, the Little 
Schoolmaster in the Art of Advertis- 
ing. The subscription price is two 
dollars a year now, but will be five 
dollars a year after January I, 1896. 


CIRCULATION comes to the news- 
paper that is enterprising and falls off 
when enterprise becomes less. Ad- 
vertising patronage comes to the news- 
paper that Aas deen enterprising and 
continues and increases even after the 
enterprise and the subscription list 
have ceased to be notable save by 
their attenuated proportions. 


FURTHER communications received 
from publishers indicate that so far as 
choice goes newspaper men actually 
do prefer to be paid promptly for ad- 
vertising. A prominent New York 
special agent, however, says that his 
experience shows that 7¢ is better to 

He asserts that of all the so- 
called great general advertising agencies 
there is but one besides that of Lyman 
1). Morse of whom it can be said with 
truth that obligations are met with 
promptness as they mature. 

NOTWITHSTANDING the great results 

were apparently derived there- 

m, it remains a fact that Mr. S. C 

kwith’s advertising in PRINTERS’ 

between July 4, 1894, and June 

1895, inclusive, only amounted to 

hundred and twenty-three pages, 

as he never cares to pay for 
ial positions, the total cost was 

y $12,300. Mr. Beckwith has been 

wn to indulge in that peculiar 

e of his when listening to accounts 

ymbinations among newspaper pub- 

ers—not on his list—who bind 
mselves not to spend any money for 
ertising. 
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PRINTERS’ INK, as most advertisers 
and many persons who are not adver- 
tisers are aware, is the authority most 
confidently relied upon by persons 
who wish to get close to the ear of the 
public when they have anything they 
want to sell. It is the oracle of the 
advertiser—his Sradséreet, his finger 
post. It is published by George P. 
Rowell, of New York, whose name 
has been known a long time, and far 
and wide, as that of the most trust- 
worthy compiler of figures regarding 
newspaper circulation in the world.— 
The Examiner, San Francisco, Satur- 
day Morning, July 13, 1895. 


INK. 


Mr. PHILIP RITTER, a special agent 
with offices in the New York Times 
Building, is well know to advertisers 
in New York City and the Eastern 
States and would be willing to add one 
or two more desirable papers to his 
list. PRINTERS’ INK does not deal in 
puffs and personal notices, but from 
acquaintance and observation is will- 
ing to say of Mr. Ritter: He hasa 
good address, is industrious, persist- 
ent but modest withal. He is straight- 
forward and honest ; in fact, just the 
sort of man that PRINTERS’ INK would 
select to represent a paper concerning 
which everything that a special agent 
ought to urge in its favor could be 
stated without going beyond truth’s 
boundary line. 


SoME people think it remarkable 
that a paper like the Philadelphia /em 
should sell two or three copies to every 
one disposed of by the Philadelphia 


Ledger. It isa condition that has pre- 
vailed since the world began. Papers 
like the Ledger, relying upon the past, 
stand still and go to seed. Newer 
ones like the /tem, on the other hand, 
using every honorable means to push 
ahead, never failing to announce prog- 
ress, accomplish most surprising re- 
sults. The Ledger never advertises, 
and grows poor and proud in contem- 
plation of the fact. The /tem, on the 
other hand, ‘Spreads broadcast asser- 
tions of its good qualities, and people 
buy it and perceive that it really does 
possess the good qualities it claims, 
and is neither ashamed to claim nor 
too lazy to acquire. The rich family 
of this generation becomes obscure in 
the next. Modest and healthy youth, 
with strength and enterprise, push for- 
ward and occupy the places which the 
supine yield, though unwillingly. 
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15 AND 16. 


The American Newspaper Directory 
guarantees the accuracy of any authen- 
ticated statement of the circulation of 
a newspaper that is furnished for its 
guidance from the office of publica- 
tion, if dated and signed by a person 
authorized and competent to convey 
the information; and the publishers 
of the Directory pay a reward of one 
hundred dollars to the first person 
who successfully assails any such 
rating. This guaranty was first put 
forth in 1888 and in the seven years 
ending with 1894 the reward was paid 
fourteen times—as follows : 

In 1888, Waukegan (Ill.) Gazette. In 1889, 
Madison (Wis.) Skandinavisk Tribune. In 
1891, Prospect (Ohio) Advance. In 1892, St. 
Louis (Mo.) Anzetger des Westens, Atlanta 
(Ga.) Dixie Doctor, San Francisco(Cal.) Cadi. 
In 1893, Muskogee (Ind. Ter.) Our Brother 
in Red. Monon (Ind.) Mews, Montfort (Wis.) 
Monitor. \n 1894, Topeka (Kan.) Saturday 
Evening Lance, Minneapolis (Minn.) Farm, 
Stock and Home, Chicago (Ill.) Western 
Rural, Los Angeles (Cal.) Family Ledger, 
Seattle (Wash.) Press- Times. 

Since the issue of the Directory for 
1895 (in June last) six circulation 
ratings have been called in question, 
and the proof in two instances appears 
to be so conclusive that it is not gain- 
said by the offices of the papers con- 
cerned. The total number of rewards 
earned now appears to be sixteen, No. 
15 being the Omaha, Nebraska, daily 
Bee, and No. 16 being the Weir City, 
Kansas, Journal, a weekly. 

—_+oo—_—_—_—_—_ 

CALIFORNIA CIRCULATIONS. 


A San Francisco advertiser writes to 
PRINTERS’ INK his impressions of the 
newspaper circulation ratings accorded 
to California journals in the latest issue 
of the American Newspaper Directory, 
as follows : 

Sawn Francisco, Cal., July 13, 1895. 

Having carefully looked over the Ameri- 
can Newspaper Directory for 1895, and being 
familiar with newspapers of this Coast asa 
successful advertiser, and although wishing 
to express my opinion of the circulation rat- 
ings of several papers, this letter is not signed 
on account of my friendly relations with the 
different publishers; but after you have 
noticed what I state,and as a year will yet take 

lace before another issue of the Directory 
is out, it might be well to inquire if my 
ideas are not based on facts. 1 notice that 
where papers in this State are represented by 
Eastern agents those papers get the best cir- 
culation ratings asarule. Take the dailies 
of this city. One'rating in particular is awful 
bad—that of the Datly Evening Report, as 
exceeding 40,000, whereas you have the Even- 
ing Post exceeding 17,500 and the Evening 
Bulletin exceeding 7,500, which is quite a 
difference, as they are about equal in circula- 


PRINTERS’ 


INK. 


tion. The Evening Report cannot s! 
paid subscription list exceeding 9,0 
they do have a fair street sale of about 
The Lwening Bulletin has about wha 
rated at, exceeding 7,500 paid subscr 
list, and about 3,400 street sale besides 

Evening Post has not and cannot 

6,000 paid-up subscribers, and their 

sale is the poorest of the evening pa 
about 2,000. The Directory rates the // 
"ost exceeding 4,000, whereas I am pers 
acquainted with the pressman, and h: 
me that they do not print 400 copies. 

In regard to the morning papers the 
lations are given at too great a figure 
Examiner is, of course, in the lead 
since the Morning Cadi has changed 
is a fair second, and the Chronicle is t! 

Take the Oakland papers, which is a 

The 7rréune never dd show what 
quoted at, and its circulation at 4,5« 
be abovt correct. The Znaguirer has 
what is given it, 5,564, and is the 
— there. The 7Zimes is thought 

ittle, and 3,000 is what they have; w 
the Weekly Times has about seo subscr 
the 7riéune about 1,600 for its weekly 

In Alameda the 7elegram is given 
and this is the poorest paper there, an 
over 250 paid readers can they actually 
The Argus is the best paper, and has act 
about 1,100, and the £uctnal is secon 
about 700. Please write any one in Alame 
that is the merchants and real estate 
who know something about it—and y 
note it is about as I state. 

San Jose Heradd is given 7,490, and /i 
4,141, which is greater than the San 
Cal., Mercury. Why, the Mercury i 
morning paper there, and has by fa 
greater circulation! The Herad h 
such circulation as the Directory quotes 
about 2,200 is the best for daily, and 1,5 
weekly. The Mercury has about what 
Directory quotes the Hera/d for, daily 
weekly. It is a very strong paper, and if 
would write any man, woman or child 
could meet any one in your office that 
been to San Jose, you would find that w! 
write is the fact. I am afraid the East 
agents have, to use an expression, st 
you; but please do not credit the Z£xve, 
Report, of this city, with any such rating 
it is terrific; 40,000 and 14,000 is a great dif! 
ence, and he might learn something t 
vantage of the papers on this Ccast if 
would write even the advertising agents 
this city. I do not ask you to take my s 
ment alone, but to write others. 

When the above was read to 
editor of the American Newspa; 
Directory he said that on one occas 
he had paid $100 because the San I’ 
cisco Morning Call furnished a ly 
circulation report; but that he 
had cash in bank for the first n 
who brings proof that the San Fr 
cisco Report and the Oakland 771 
did not print the issues they claim. 
they are such liars as some people 
sert them to be, the State of Califor 
ought to put them into a perpet 
mid-winter exhibition.—Epb. P. I. 

<—< 
ADVERTISE your business 
If you wish to make it grow, 


For some person may be needing 
Just the thing you have to show. 


} 
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FULL OF BUSINESS. 
Office of . 

Daucny & Co., ’ 
Printers’ Warehouse and Advertise- 

ment Agency, : 
> Park Place and 24-26 Murray St., 

Cor. Church. 

New York, July 17, 1895. | 
seo. P. Rowell Advertising Company, 
Spruce St. 
ar Sirs—I have secured a “ want ”’ ad- 
sement to go in about 150 out-of-town 
rs, but the above firm, where I am em- 

ed, are so busy at present they have re- 
to accept it. A bs y 

f you are desirous of yy | this ad- 

tisement kindly let me know by return 
and what commission you would allow. 

rusting I may hear from you by return 
, lam truly yours, G. D. Suarpe, 

Care of Dauchy & Co., 27 Park PI., City. 
lhe above communication has been handed 
Printers’ Ink. It illustrates the immense 

rovement in the advertising business 
e the passage of the Wilson Bill. While 
y advertising agencies are said to be too 
y to settle their accounts, it would appear 
there are some that do not even have 
to incur obligations. 
—_—__+or—_____ 

SUCH IS FAME, 

PetTerssurG, Va., July 17, 1895. 

Printers’ Ink, Mew York: 
GENTLEMEN—Kindly give us the addresses 
{ the following papers: Fame, Jt and 
imerican Bookmaker. 

Cricuton & Gopsey. 
The American Bookmaker is published at 
Duane St., New York City. /¢ is a 

Wilkes-Barre, Pa., publication. Fame is 

printed in New York City, but is better 

known as Ward's Sapolio Monthly. It is 
tally unlike the Trenton, N. J., periodical 
named Wind, although both are monthlies 

——_ +e —— 

IN DENVER. 
Denver, July 12, 1895. 
tor of Printers’ Ink: 
\ party who owns some vacant property, 
n which there is a deep depression, makes 
wn his wants by a sign-board with the 
wing inscription: 


WE WANT THE EARTH 
IN THIS HOLE, 








J. H. Ampruster. 
Siem anal 


DO NOT RUN DOWN YOUR RIVAL, 


lt is not business. It will not win. If he 
pe your patrons will find it out 
ker without your aid than with it. Let 
abuse you as much as he will. He hurts 
self more than he does you. Recognize 
fact that it is not possible for you colers 
earth, and that the other fellow has 
il rights with yourself. Beat him if you 
by getting more business, not by abusing 
_Do not let other people abuse him to 
, for the same people will abuse you to 
n.—Missouri Editor. 


Yours Truly, 


INK. 


HE DECIDED TO WAIT. 
New York, July 24, 1895. 
Editor of Printers’ Ink: 

I am told that advertising is a tried and 
approved method of making money. re- 
cently took pains to have a five-inch adver- 
tisement prepared, which I thought of in- 
serting in sundry weekly papers, 52 issues 
toayear. An interested friend recommended 
me to procure an equal number of insertions 
in a dozen good dailies because, he said, the 
result would be seen more quickly ; and he 
made me up a list of those he thought would 
be cuvelasabte for a beginning. I made up my 
mind to invest two or three Bundt dollars 
and see what would come of it ; but, before 
sending out the order, I, by my friend’s ad- 
vice, applied to an advertising agency and 
obtained an estimate of the cost. This is 
what I got: 
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SPECIFICATIONS : 
5 inches’ space (13 lines cut) 52 times. 
Dalvy. 
$863.20 
1,146.60 
539-50 
455-00 
1,294.80 
1,294.80 


Boston, Mass..... Globe, 
Herald, 
ournal, 
ecord, 
New York, N. Y.. World, 
Evening World, 
Herald (special 
notice), 
News, 
Philadelphia, Pa. . Ledger, 
Record, 


2,158.00 
1,092.00 
1,159.60 

864.50 


Item, 1,092.00 
Baltimore, Md....Sun (no display), 


546.00 


$12,506.00 
I was so aghast at the prices that the 
agent saw at once he had no chance of ob- 
taining the order. I had gone to him, how- 
ever, in perfect good faith. What I want to 
know is: Does anybody pay this sort of 
prices for advertising? And if they do, 
where do they get the money from with which 

to pay the bills? 1am simply, ApPaLLep. 

a os 
RETAIL ADVERTISING. 


In its issue of November 1, 1894, the Re- 
porter printed an article on the Thanksgiv- 
ing stove trade, with suggestions about ad- 
vertising and the means and methods of its 
use. at the article was appreciated and 
understood is shown by the fact that a num- 
ber of stove dealers Laewed its ideas and 
put them into practical shape in their local 
papers, with a generally favorabie result. 
One of the larger stove companies printed 
the article and distributed it among their 
customers, afterward reporting that they had 
found it of benefit in increasing their own 
sales. One day last week the Reporter met 
a stove salesman who is a very familiar fig- 
ure on the road. He was asked about the 
retail trade and replied that he found it fa- 
vorable. The incidental inquiry was made 
as to whether gr not the dealers were ad 
vertising. ‘‘ Some of them are,” he said, “ but 
I can tell you that those who do are gather- 
ing in the shekels at a more lively rate than 
those who are not.’’ Then he showed a copy 
of the oy sy oe for the date mentioned and 
said that he had carried it with him on the 
road ever since it was published, showing it 
to every dealer with whom he talked and en- 
deavoring to convince them that advertising 

ays. When he was successful, he said, he 
ound out afterward that the dealers’ trade 
had invariably increased.— Steves and Hard- 
ware Reporter. 
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AGRICULTURAL CATALOGUES. 
Dayton, O., July 18, 1895. 
Editor of Printers’ Inx: 

An agricultural paper has made the signifi- 
cant statement that there was an educational 
wave—a broadening desire for greater knowl- 
edge in all lines—sweeping over this country 
in the homes of our farmers. ‘The statement 
is doubtless a true one; so ought not adver- 
tisements of interest to farmers to be made 
more attractive as the farmer gets more and 
more enlightened on different lines? A re- 
cent article in Printers’ INK mentions some 
unusually attractive ads observed in some 
=e papers. I believe agricultural 
advertisers are waking up to the idea referred 
to more and more; te I would like to call 
for opinions on catalogues of agricultural im- 
plements. 

I have before me the catalogue of a plow 
company of this city. It is of a convenient 
size, and written by one of the members of 
the company. It is gotten up very plainly 
throughout, the first half being made up of 
general information regarding the plow, in- 
structions to agents as to ordering and to 
farmers as to repairs. 

The last half of the catalogue is given up to 
illustrations and descriptions. No prices are 
stated, the object being to stimulate enough 
interest regarding the plows so that tke 
question of price will naturally follow at 
some agency. There is a distinguishing 
feature about this plow which serves as a re- 
minder of the special make, and this is stated 
at the bottom of nearly every page, that this 
yond plow, the genuine, “is painted 

— green.” 

n response to an inquiry as to why the 
catalogue had no extra features in the press- 
work came the reply that ‘farmers did not 
care for such things, as the plain statement 
of facts was enough for them.’’ Does every 
one agree? Although a plow is a farm im- 
plement, pure and simple, and although in 
this particular case the catalogue is the only 
method of advertising used, the farmer is as 
capable of appreciating a good advertising 
display as anybody else. Gero. E. Kipp. 

— +o 
EMPLOYS A COLLECTION AGFNCY. 


Office of 
Times Pusiisninc Company. t 
Racing, Wis., July 18, 1895. 
Editor of Prixtexs’ Ink: 

I take exception to the talk of “Special 
Agent” in Printers’ Ink of July 17, in which 
he says prompt pay agents do not get 
better rates, and ca it will be a cold day 
when a paper will not wait. This paper may 
be an exception, but here the agent must pa 
up or-have the business discontinued. It 
costs us something for every ad we run, and 
it is worth something to us at least, and we 
insist on prompt settlements when due. If our 
bills are not responded to within a reason- 
able time we draw a draft, and if the draft is 
not paid we turn the account over to a col- 
lection agency, who are usually successful. 
If amy concessions are made it is to agents 
who remit without a further reminder than a 
bill. Fora year and a half we refused to run 
the advertising sent out by Alden & Faxon, 
of Sedionatl, Gonanes they would not make 
monthly payments. Several of the principal 
agents bm paid us in advance, and no agent 
gets more than three months on small orders, 
and one month on large orders, if we know it. 
I know of an agent who sends a check the day 
the bill is received, if correct, and in several 
instances publishers have made voluntary re- 


ductions to him, while others have reaci! 
consented to lower rates after their firs: ¢x- 
perience in sending him a bill. 

We would send the bill of the best agen: in 
the country to a collection agency if they 
didn’t pay up. Any paper that will allow 
their advertising bills to run indefin 
don’t consider their space worth much, and it 
probably isn’t. Very truly yours, 

F. H. OHNSTON, 
Advertising Manager 77 mes 
. +o 


PINK PILLS PAY PROMPTLY 
St. Jouns, N. B., Can., July 18, 1895 
Editor of Prixters’ Ink: 

“ Special Agent,” in the last issue of Priwr- 
ers’ INK, tries to make us believe that an ad- 
=a agent gets no credit for prompt pay- 
ment ; that publishers almost prefer to wait 
any time for payment of their bills. I ha 
yet to find the man in any branch of | 
ness who does not get a better price when it 
is known that he pays the cash promptly. 
An advertising agent with such a reputa: 
must get the lowest possible prices fron 
majority of publishers. Here in Canada 

rincipal advertising agent is known as relia- 

le and prompt, and I venture the assertio 
that he will not only get better prices than t! 
Philade — agency referred to by ** Special 
Agent,"’ but also get any favors that the news 
papers can give his concern. Another ex 
ample of the best ssible payment is Messrs 
G. Fulford & = of * Pink Pills’’ fa 
The 17th of the month does not come with 
greater regularity in this part of the country 
than their node, and what publisher will 
say that he does not appreciate such prompt 
settlement ? 

Advertising is like everything else, and has 
a cash and a credit price with the majority of 
publishers. Yours truly, PuBLisHer 


: i= —— 
THE ART IN OHIO, 
Brooxtyn, N. Y., July 17, 189 

Editor of Printers’ Ink: 

I found the following advertisement in an 
Ohio paper : 
eee 

.- | 
{ am going to 


ECT’S 

Restaurant 
tu get something to 
att. My stomach is 
empty. Ile can fill 
it, 











North Main St. 











Bert M. Mos 
+o 
PRETTY CLOSE TO IT 
Sutxicent, Ala., July 16, 18 
Editor cf Printers’ In : 

Is there published in the United Stat 
Canada a paper of any kind by the nan 
Lightning ? Joun Earv Garrisé 

No such paper is known to the edito 
the American Newspaper Directory 
nearest approach is the New York Suv. 


Very truly, 
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STRAY NOTES. 
etting to the front is often the thing that 
success. Sometimes a bad advertise- 
judiciously displayed will bring good 
its. If a man has something to sell and 
ps s pushing it before your eyes, when you 
such an article you will probably patron- 
him; although you do not like his 

ds, you admire his pluck. 


ke 


| 
fat «2 habit i is not ow that B4 
e can successfully form. 
se wife conducts a small wa, a 
1 lead pencil on a piece of paper the | 
** quilts cleaned.”’ This he placed on 
wall of his shop but it did not attract at- 
n. The barber concluded that adver- 
g did not pay. A tramp wanted to ex-| 
ge a neat sign for a hair cut anda shave, | 
a trade was made. He was an artist | 
put in neat colors the following on a 
: pasteboard : —*Quilts cleaned while you 
“Clothes dyed while you live,” “* Hair | 
while you wait” and “Free shine with | 
ery shave.” The sign was swung, and the | 
rs incidentally mentioned it as a news | 
A month later that barber was | 
ar bank de pam but before, it was with 
Ity he aout pay house seam 
> 
hoe mnie ieihttins! in a suburbs 
1 a vacant lot filled with daisies. 
ry morning he would take a few of them | 
his store. One day the merchant thus | 
juized: “*‘Now I must have those | 
sies cut to get rid of the snakes, so I will | 
e them in my show windows and give them | 
A few lines, announcing free daisies, | 
nserted in the papers — | at the time 
inced for their distribution, nearly one 
red people were at the store waiting 
em 
* * 7 * * 
\ druggist who had been content to make 
enses without advertising, thought he was 
z well. One day he discovered an old 
tent medicine away back in his store and 
a few people cut rates on it, but few 
s followed. An advertising man suggest- 
at the medicine be used as a leader and 
The bottles were cleaned up 
cut rate price announced, which re- 
in many sales. A month later the 
st contracted for a large amount of 
L. C. BLANKINSKY. 


rtisec 


-—- one 
Displayed Advertisements 
nts a line; $1 @ page; 25 per cent 
rtra for specified position—t/ granted. 
Must be handed in one week in advance. 





hte JAGRICULTURIST, 
Francisco, 


INE, WI 
San 
THE WAVE, leading Pacific 
literary pa" political weekly. E. 


; w Yeon Ss Sew 13,000 


, Sole agent guaranteed. 
coeur: NEWSPAPER JAN 
HUSTLING 


$2.500 can secure an equity and good salary 
\ first-class weekly publication located in 
gan. The plant is complete, with Mergen 
r Machines, Web Perfecting Presses, et« 
This is a good thing to look into at once. 


JAMES RUSSELL, 
74 Merrick Ave., Detroit, Mich. 


Cal, the 
Coast so- 


KATZ, 


Daily 
Sunday 


EWS v= 


WHEELING, W. VA. 


Largest Circulation 
in the State. 


Rowell’s Directory for 1895 
gives the News the highest daily 
circulation for Wheeling, and 
guarantees the accuracy of the 
rating by agreeing to forfeit $100 
to any one who can prove dif- 
ferently. 

Sunpay News has more circu- 
lation than the total of all other 
Sunday papers published in West 
Virginia. This is certainly val- 
uable information for 


Advertisers who wish to cover 
West Virginia and Eastern Ohio 
Effectively and at least cost. 


Che bey ape special points gladly 
din person or by mail, 


NEW YORK OFFICE: 
517 ano 518 TeEmPLe Court. 
Cc. E. ELLIS, MANAGER. 





‘TABULES | 


Mr. Dennis Bernhard, who 
lives at No. 1188 Jefferson 
avenue, Brooklyn, writes 
under date of May 23, 1895: 

‘** Having heard of your 
Tabules through a friend, and 
having suffered for years from 
dyspepsia and biliousness, I 
thought I would trythem. I 
have been using them now 
for about six weeks and they 
have giv@n me great relief.” 
Mr. Bernhard keeps a 
Bowery lodging house, and 
the air is often very bad. He 
says that a Tabule taken now 
and then keeps him from 
getting sick in that air 
Ripans Tabules are sold by druggists, or by 
mali if the price (50 cents a box) is sent to 


The Ripans Chemical Company, No. 10 Spruce 
St., New York. Sample vial, 1) cents. 
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Draw a line 
150 miles 


around Quincy, Ill, and you include an 
area equal to New York State; the best 
part of Illinois, lowa and M:ssouri; and 
a territory having a greater agricultural 
production than any other territory 
of like extent in the United States. 
Proof, the Census and Department of 
Agriculture figures. This is the great 
corn and clover, hog and cattle terri- 
tory, and these things have been bring- 
ing good prices. In this territory the 


FARMERS’ 
CALL 


is the only agricultural paper published. 
It is the effective, economical means to 
reach the most prosperous farmers in 
the world. 
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INK. 


DOLLARS 


BY THE 


Tens of Millions 


are in the magnificent harvest that is 
being reaped in the 


North and Central West. 
A Great Distribution 
of the same will soon take place through 


the channels of legitimate busin: 


Do You Wish A Share ? 


Then do not fail to secure the he 
co-operation of the 


North and West 


which, through its advertising colunin- 
willintroduce your business to its | 

titude of substantial families who ar 
large producers and liberal consumer: 


THE NORTH AND WEST, 


1112 Lumber Exchange, 
MINNEAPOLIS, MINN 





% Ve 
AWA, hs SW SW, \ 


CU Be ge 
Uh 


De) Wa WY HY 
Wi, Wh, SW. SW SWS 


e A Greater Local Circulation 


than that of any other Richmond 
paper—that’s 


.. Lhe State.. 


RICHMOND, VA. 


Daily. = 


Reaches completely the homes of the intelligent 


population of that city. 


H. D. LA COSTE, 
8 PARK ROW, 
EW YORK. 


BrrNNY 
Le. 


A bright up-to-date paper, 
read by wide-awake people. 

The healthy and prosperous business condition 
which exists makes Richmond a field worthy of cul- 
tivation by shrewd advertisers. 

An examination of a copy of THE STATE will 
show that it is sharing in this prosperity. 

Information regarding advertising of 


OOOO OOOOeeee 


HH NN ONIN OH HAL 


Semi-Weekly. 


SPECIAL 
NEWSPAPER 
REPRESENTATIVE 


WOOOee 


49494400 46000600060600008 








“Rich is the Harvest and to Overflowing.”’ 


Prices are going up, renewed business confidence 
and prosperity is again in the land. 

fou can reach the homes of 100,000 farmers, live 
stock men, poultrymen and dealers in pet stock of all 
kinds, and a class of buyers for general merchandise 


not excelled. 
Place your advertisement with us and thus increase 


your sales and your mail trade. 
RESULTS | . ot GUARANTEED 
GOOD EUS | FRom ovr} 100,000 circutation 
Address THE AMERICAN FARMER, Washington, D.C. | 
Or BYRON ANDREWS, Manager Branch Office, World Building, N. Y. City. 

















A few advertisers who use 


SATURDAY TELEGRAM, 


MANCHESTER, N. H. 
Quaker Oats, Beecham’s Pills, Sapolio, Winslow's Soothing Syrup, None- 
Such Mince Meat, Cuticura, Cleveland Baking Powder Co., Johnson's Anodyne 
&® Liniment, Hood's Pills, Buker Pill Co., Cornish & Co., New England Piano Co., &® 
Dr. Kilmer’s Swamp Root Bitters, Paines’ Celery Compound, Hood's Sarsa- 
parilla, No-to-bac, X-Zalia, etc. 
Pretty Good Company For You To Be In. 


I would be pleased to make you rates, 


C. E. ELLIS, Advertising Manager, 517-518 Temple Court, New York. 





CLEAR—CLEAN—ATTRACTIVE 


Printin 
I have better facilities for turning out this 
class of work than any other printer | know 
of. All the type and borders used in 
PRINTERS’ INK are at the disposal of 
my customers. I use nothing but the best 
ink and paper that can be had. These, 
together with the experience | pave had, 
ought to enable me to please you. | want 


atrial order to let you see what! can do. 
The price will be right. 


FOOT RT eT yrs 


1,000 eight-page booklets, any color of ink, $10; 1,000 business cards, $1.50; 
1,000 letter heads, $3. Address WM. JOHNSTON, ro Spruce St., New York. 
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1404 Papers 3} 
ig in the 

2 

: Western S tates 
+ ’ 
u of i 
ae Ohio 
ya Michigan : 

4 Indiana xP 
a Illinois °F 
iM 1 ‘ ° ° ay 2 
| Wisconsin 

a Nebraska . 

Ay South Dakota ‘ P 
ce | covering the populous, rich and growing ¢ e 
Be territory of the Great West. ; 
F The cost of advertising in these papers § 
é is almost nominal by the paper, and even if 
the aggregate is surprisingly low. f 

Send for particulars to 
CHICAGO NEWSPAPER UNION, Chicago, Ill. 
Or, 10 Spruce Street, New York. 
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DEPARTMENT OF CRITICISM. 


\dvertisers everywhere are invited to send matter for criticism ; to propound problems 


i to offer su; 


| By Charles Austin ‘Bates. 
( 


tions for the betterment of this department. 


Anything pertaining to 


' ve rtising will criticised freely, frankly and fairly. Send your newspaper ads, circulars, 
booklets, novelties, catalogs. Tell me your advertising troubles— perhaps I can lighten them 


Wiixes-Barre, June 22, 1895. 
Sir—We are women ; your criticism 
nclosed will probably benefit us, if 

em it worthy of comment. We paid 
have it published last year. 
Respectfully, Auice Dunn. 





irse you don’t mean to have a bow.) s} 
or do you want your big, handsome boy 
k with his toes turned in or his knees 
ed out—or worse still—knocked ; now, do 


not start right! It’s all in the shoes you 

« baby. If the shoes are right all is well. 

| feel better if you know that they are 

See to it that you get them just right. 

ral firms carry right shoes for babies. We 

other kind of shoes to sell. None for 

none for women; none for children but 
hoes for babies. 

{ papa, grandmother, nurse or the lady next 

r hold Precious under the arms. Rest the 

k toes and pointed heels firmly on a big- 

uch piece of stiff paper, draw a pencil mark 

ind the feet just as they are. Don’t leave that 

tle bit of room, but outline the feet exactly as 

find them, mind you, each of them, for they 

t alike. Send us the piece of paper, tell us 

ther baby is a boy or girl, and we will make 

r of shoes that you will know are just right. 

d a dollar bill with the order. the shoes 

ist right keep them and we will keep the 

if they are not just right send them back 

1a new drawing and another pair, or, if 

ask it, your dollar. rite to us if you want 

ow anything about babies. We are women. 

THE BaBy SUPPLY Co., 
Wilkes-Barre, Pa. 


have noticed this advertisement 
and it strikes me as being a 
rood one. In the form I have 
it, it occupies twelve inches, 
column, and is set in double 

| pica. One thing about it that I 
repared to say is absolutely wrong 
t it wastes much more space than 
ssary. The directions for meas- 
ind for sending money would 

t about as good if they were set 
npareil. This would save three 
four inches of space. I believe 
that the ad would be improved by 
iddition of a good, strong head- 
Something that would catch a 
her’s eye immediately. If the 
r’s attention is once drawn to 
1 I think she will read it straight 
rh, and if she does, there is at 
1 fair chance that she will send 
lar asked for. Of course, every 

n will not do this, but I should 
a sufficient proportion would do sc 
<e thead very profitable. The idea 
ew one tome. I did not know 


until two or three months ago that 
such a business was going on. If the 
advertisement has been placed in the 
right media I see no reason in the 
world why it should not have been pro- 
ductive of Just how 
profitable it may have been would de- 
pend of course very largely on the 
amount of profit there is in each pair 
of shoes. If it paid to spend five 
thousand dollars for inserting the ad, 
it will pay to spend one hundred 
thousand dollars. To illustrate what 
I mean by catching the mother’s eye 
with a good, strong head-line, I re- 
produce this Sterilizer advertisement, 
which appeared recently in the Church- 
It is a smail ad, but it stands 


good results. 


man, 


: Baby’s 
* Health 


de ds ou the purity and 
eholesomeness of its toud. Many tnines < 
have been tried and are recommen: ee 
is pure cow's milk, prop 
Leading physieti and 
reese indorse. and leading hompit. 


use 
Steam Stertitzer, Your druggist 


wil getit for you 
For free “Nursery Handbouk.” address 
WILMOT CASTLE & CO. Rochester, N.Y 
ee ae. D <xt, 
oe ee 
out well on the page, and I doubt 
very much if many mothers will miss 
seeing and reading it. 
* + 
a 


Mr. Robert A. Wood, editor of the 
Western New Yorker, Warsaw, N. Y., 
sends me the following communication 
which he received recently : 

Mr. Eprror—I want to ask a question 
and would like an answer. In your issue of 
June 13th, under the head of “ Short talks 
on advertising,” you say, “If nobody had 
ever put up a sign the — My Baking Powder 
Company would not now be paying $800,000 
a year placing signs in all the newspapers of 
America.”’ Query—Whose pocket-books fur- 
nish the $800,000? The Baking Powder 
Company’s, or the consumer of the Powder ? 
The papers are ringing all the time adver- 
tise, advertise, but who pays for the adver- 
tising in the end? 

[his question is one which comes 
up frequently, and, until one has 





—— 


eS 
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oR aa eee, Sar 


36 PRINTERS’ INK. 


thought of it a little bit, it seems to be 
a poser. Asa matter of course, the 
consumer does pay for the advertising. 
He pays for the boxes and labels and 
for the necessary bookkeeping, for 
clerk hire, packing, drayage, rent, 
heat, lizht, and all the other expenses 
incurred in the manufacture and sale 
of any article. All of these things 
are a part of the cost of production. 
That is to say, the cost of producing 
the article in question at any given 
point. So far as the consumer in Kal- 
amazoo is concerned, the thing made 
in Alaska does not exist at all until it 
has been transported to his house in 
Kalamazoo. The cost of selling is 
just as much a part of the cost of pro- 
duction as is the material from which 
the article is made. Advertising is 
what has made Royal Baking Powder 
Royal Baking Powder. If it had not 
been advertised the name would have 
been the same, to be sure, but the posi- 
tion of the commodity would have 
been entirely different, and some other 
baking powder would have been the 
standard and would have occupied the 
position now held by the Royal. The 
advertising for this other baking 
powder would have had to be paid for 
by the consumer just the same. Now, 
I am not a baking powder expert. I 
do not know anything about the quality 
of baking powder, but I suppose that 
there are other baking powders just as 
good as Royal. It is likely that these 
baking powders sell for less money be- 
cause they are not advertised, and the 
maker saves that expense. The trouble 
is that nobody knows where these 
baking powders are, or what they are, 
or how to get them. To the great 
majority of Americans it is just the 
same as if they were not in existence 
at all. When a woman is going to do 
a baking, she will probably put two or 
three dollars’ worth of flour and sugar 
and eggs and milk and raisins and 
citron, and a lot more stuff, into the 
various things she makes, and along 
with all these there will be twelve or 
fifteen cents’ worth of baking powder. 
She is not going to risk that two or 
three dollars for the sake of saving five 
cents on the baking powder, if she 
knows where to get an absolute cer- 
tainty. She knows—or most of her 
knows—that when she uses Royal 
Baking Powder she can be absolutely 
certain of good results. There may 
be a hundred other baking powders 
that would produce just as good re- 


sults, but she is not sure of it, ani s| 
is not going to take chances. [ha 
certainty is worth something to her, 
and she 1s willing to pay for it. The 
certainty is brought about by aiver- 
tising. It is always to the consumer's 
advantage to be told about a really 
good article of any kind. The tellin; 
costs something, of course, and some 
way or other all of the expenses man- 
age to get into the price that the con- 
sumer pays. No manufacturer is in 
business for his health. He is not 
going to make something on which he 
cannot make any money. I cannot 
understand just why the consumer 
should object more to paying for the 
advertising which is absolutely neces- 
sary than he does to paying for the 
handling and delivery which is abso- 
lutely necessary. 

The trouble is that people do not 
rightly appreciate what advertising is 
Before it was understood, there were 
people who cried that it was a hum- 
bug. The illustrious Mr. Barnum was 
one of these, and his remark that 
‘“‘The American people like to be 
humbugged ”’ has done as much harm 
to the business all over the country as 
any one thing that has ever been said. 
Legitimate advertising is merely busi- 
ness news. It merely tells something 
that people really desire to know. If 
they do not desire to know it, the ad- 
vertising will not pay, and it wil! hav 
to be stopped. It doesn’t pay to ad- 
vertise something that isn’t 1 
The better a thing is the better it pays 
to advertise it. If it is a good thing 
it is good for people to know about it 
it is to their advantage to know about 
it, even though they have to pay a 
little bit for the information. As 4 
matter of fact, I believe that widely 
advertised articles are likely t 
much less than articles of the same 
class and quality which are not acver- 
tised. Advertising creates a wider de- 
mand, thus increasing the production 
and decreasing the cost in proportion 
A hundred thousand pieces of any- 
thing can be made and sold cheaper 
than one thousand pieces. The onl) 
way to sell a hundred thousand is to 
tell a lot of people about it. Perhaps 
if baking powder never had been ad- 
vertised the corner drug store would 
still be charging sixty cents forit. So. 
after all, perhaps the consumer is 
drawing dividends on the money that 
the Royal Baking Powder Company 
spends for advertising. 
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RETAIL ADVERTISING. 

Mr. C. A. Ingraham writes me to 
: ‘*We find your weekly talks in 
PrinTERS’ INK of much assistance.” 
{nd to show how much assistance they 
have been, he sends me about as bad 
tt of ads as I have seen recently. 
One of them is a monstrosity made out 

rules and borders, occupying five 
nches double-column, which says: 

Machine Oils, All Kinds, at Hougen’s 
Pharmacy.’’ That's all there is in it. 
[he space may not be entirely wasted, 

t it is practically so. Another ad 

ys: ** Tick, tock! Our clocks talk, 
ind talk right. They are fully war- 
ranted by the Bank Block Jeweler.” 
Now, there are a great many better 
things to say about clocks than this. 
he subject of clocks and watches is 

ertainly a most interesting one, and is 
susceptible of a great many combina- 

ms for advertising. There are a 
hundred ways of advertising clocks, 
ind of advertising them well. There 
ire a hundred interesting things about 
clocks that every reader of the paper 
would be glad to know. ‘There are 
facts in clock history that would in- 
terest everybody. There are facts 
about the present methods of manu- 
facturing clocks that would interest 
everybody. There are facts about the 
usefulness and necessity of a good 
clock that would appeal to the common 
sense of most of the readers. Then, 
why in the name of this common sense 
loesn't the advertiser make use of 
some such matter in his ads? 

\ couple of the ads are better, but I 
can’t see in them the effect of any 
teaching of mine. Here's one, for in- 
stance, which is exactly the kind of an 
id I don’t approve of at all: 


BUSINESS! 


Y es, that’s what we are doing, and a good 
lume of it, too. We lay it to the fact that 
we handle only the latest styles, and that for 
the smallest money. A la ar invoice of 
fan shoes in new ce has - added to 
ir Complete Line of Ladies’ and Misses’ 
Fine Shoes. A full assortment of Shallies, 
Laces, Silk Mitts, Fans, Etc. 


a Kk 





RECKIVED! A SPECIAL DRIVE 


JUST 
SHIRTS — WHITE AND 


IN MEN’S SUMMER 


COLORED, 
Ladies’ Hose 5c. S. J. WAKEFIELD. 


rents’ Socks 5e. 





The display part of it is pretty good, 
it that is about all the good there is 
init, If there’s a ‘‘special drive ’’ in 
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men’s summer shirts, why not tell just 
exactly what kind of shirts they are, 
and what the ‘‘drive’’ means? Why 
not give definite information and quote 
definite prices? The last two items in 
it—‘‘ Ladies’ Hose, § cents. Gents’ 
Socks, § cents,’’ don’t mean anything 
at all. It might be barely possible 
that the hosiery was the kind that 
ordinarily sold for twenty or twenty-five 
cents, but it may be the regular five-cent 
grade. Something ought to be said to 
let the reader know exactly what kind 
of stuff he may expect. 
*_* 
- 
FRANKLIN, Ind., July 7, 1895. 

Mr. Charles Austin Bates, New York: 

Dear Sir—I am aconstant reader of Print- 
ERs’ Ink and derive much benefit from it, 
taking especial interest in your department 

I have charge of the advertising for this 
firm; have been at it for about one year; 
have had fairly good success. 

Inclosed find copies of ‘ ads " from dailies. 
We carry 12 inches regular in daily and 24 
inches i in three weeklies ; never put the same 
“ad” in twice ; town 5,000 people; business 
about $80,000 a year 

What do you think of the “ads” and 
how can I better them? Do we do enough 
advertising for our business? Yours re- 
spectfully, Jno. O. Sprow i. 

These advertisements, coming from 
a small city, are a decided relief. They 
are better than most of the ads in large 
places—better in what they say—the 
way they say it, and the way they look. 
The printing of one advertisement will 
give an idea of the character of all of 
them. 





Special Sale 
Shirt Waists To-morrow. 


Just 236 waists by actual count 


is what we have left. We are 
willing to cut the price rather 
than carry them longer; haven't 
many cheap ones—mostly good 
ones. Nothing more serviceable 
than a nice Shirt Waist. 


Lot Navy Blue Waists, worth soc., Jor 39¢ 
Light Colored Percale Waists, for 48c. 

Lot $1 and $1.25 Percale Waists, for 87¢. 
All $1.50 and $1. 75 Red Shirt Waists, for $x. 





They seem to be plain, earnest state- 
ments of attual facts, and I should 
think they would be very successful. 
I should think Mr. Sprowl is on the 
right track, and he should keep right 
on as he has started. If improvements 
are possible, they will present them- 
selves. As to the last question in the 
letter, nobody can answer that unless 
they are familiar with the business— 
its profits, the possibilities for develop- 
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ment, and the exact amount of money 
that is spent for advertising. 

Advertising should be taken just like 
food or medicine. If you are adver- 
tising and don’t get business, either 
you are not doing enough, or you are 
doing the wrong kind. Take time to 
think about the territory you are in 
and the possibilities of developing the 
business. Figure out, if possible, 
just about how much business you 
ought to be able to do with your store 
and capital in your locality. Set your 
stake at this figure and advertise 
enough to reach it. Advertise enough 
to do business ; don’t advertise enough 
to spend all your profits. No other 
general rule can be given, and perhaps 
that is too general to be very useful. 

* * 
# 

The following letter so fully exem- 
plifies the actual practical usefulness 
and value of ‘‘ The Little Schoolmas- 
ter in the Art of Advertising,” that I 
print it just as it came tome. The 
postscript seems to wag the letter, but 
the ideas are all right, just the same : 

Exar, Ill., June 28, 
Chas. Austin Bates, Esg., Printers’ Inx : 

Dear Sir—Under the head of ye 
Ads” (and one that sets us thinking), I reac 
this in the programme of an opera ht use in 
Elmira, N. Y., published, I believe, by the 
Elmira Telegram Publishing Co. : 

“ Store is vacant—sign to let— 
Former tenant had to get 
He in sorrow sits and sighs, 
Because he didn’t advertise.” 


1595 


I have carried the above in memory f: 
ward of four years, showing that some : 
we remember. It was ina vacant space 
the programme. Yours truly, 

R. J. Cornet 


r up 
ad 


P. S. I came about reading Printers’ 
Ink in a very peculiar manner. Namely this 
way: I was working for a man in the shoe 
business who did not advertise at all—did not 
think it wise to do so. In some way or other 
unknown to me, Printrrs’ Ink made its ap- 
pearance on the scene but met a cruel fate, 
the wrapper was removed and went into the 
waste basket, which I had the honor of 
cleaning out, and my eye ran against “* Print 
ERS’ Ink, A JOURNAL FOR ADVERTISERS.’ 
That was enough. I claimed it as my own, 
and was at that time a boy in years with my 
ambition set on advertising. I continued to 
find the ‘Little Schoolmaster"’ every trip 
for at least six months, once taking it off the 
desk, for which I received a severe rebuke. 
To think of reading when trade was so dull, 

‘not so rushed as it might have been.” I 
studied Printers’ INK nights and soon 
scraped up enough money to subscribe for 
Boots aan Shoes Ueekly, New York. Su 
cess was coming. I tried to get my employer 
to read “notes on advertising,’ but to no 
avail. I finally left his employ and went to 
another house, starting in as a boy, advertiser 
and window dresser. A year after leaving 
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my old employer I met him on the street 
was informed that he had sold his stor 
60 cents on the dollar, because there Ww 
money in the shoe There’s a 
there to-day and doing business every 
have had good success and have comn 
good returns for my labor, thanks 
man that threw a “good thing” aw 


business 


was the finder and was rewarded by g 
something for nothing in spite of some 
phrase, * 
best 
good 
R 


there’s r 
wishes for 
advertisir 
Cor 


feliow ad-writers’ 
for nothing.”’ With 
valuable journal and 
remain yours truly, » Bs 
*_ * 
* 
Here’s a real estate ad 
good real estate ads are really s 
Most of them contain a great ck 
palaver and very little informa: 
This one is a plain, straight-fron 
shoulder talk, which states ex 
what it has to offer, and just how 1 
There are two or three 
seem to me pe 


good 


it costs. 
of business which 
iarly susceptible to good advertis 
and in which good advertising is 
rhe three lines 


gularly scarce. 
real estate, insur 


occur to me are 
and banking. Perhaps there is 
room for improvement in insur 
advertising than in any other lit 
‘but that’s another story.” 


NO DOUBT 





You have paid for two or three 


Homes during your life-tim 


Especially if you have been paying 
rent; and we regret that you have 

thing to show for the money spent 
in 1 this manner 


THE AMOUNT PAID 
FOR RENT WOULD HA 
PAID FOR A HOME, AN 
A GOOD HOME, TOO 


This Week 
We Want to Sell 





A one and one-half story, frame h 
six rooms ; lot 35 feet front on Eighth ave 
by 125 feet deep; good frame stable ; 
walk, city water and sewer in street ; 
one block to Belmont school, four b! 
from Presbyterian church, five blocks f 
the Post-office and Third Street; 
neighborhood; drainage the best; 
too far out, or too close in” and, in 
of all these advantages, 


It’s Cheap... 


PRICE $1,200. 
balance in monthly pay 
$17.50. Why pay — per 
month rent, when $17.50 per 
month will buy a home of your 
own? 


E. J. LANDER & CO., 
ODD FELLOWS’ BLOCK. 


Terms $200 cash 
yments of 
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READY-MADE ADS. For Clothing. 
ot write these ready-made ads. They “go THE NEW MAN 


-en wherever they are found, and credit 
n to the author when he is known, Contri 
ns of bright ads are solicited. The name 
uidress of the writer will be printed, if he 
sit to be.C. A. B 


olette-tip labia. - | TROUSERS, 

| PANTALOONS, 
PANTS or 
BREECHES, 


But 


39 






In the next century may possibly be 
able to dispense with the article 
called by some 


What Do You 
Expect to Find 


Ina first class meat market? The 


g is the class of meat kept in this year of grace it is not 





first thin 
in stock—whether it is nice, tender policy for him to do so. 
2 and juicy, or tough as a 10-year-old ‘ : 

a Texas steer Being satisfied on THe Mopek is imbued with the above fact, 
fe this point, you begin to look around and as we are overstocked, overloaded with 
as to the cleanliness of the market high-grade pants, we have determined to close 

and clerks. We would be pleased them out at once, no matter what the sacrifice 
to have you call and put us to this A |] our Tailor-made Trousers, formerly sold 
test We pride — Ives on our at $5, $6, $6.50 and $7, now reduced to the 
cleanliness, and all our meats will extremely low price, quality considered, of 
be found first 2 and the best in 
the market. Our prices will always $3.98. 
be found just right, too 
R. U. CUMIN For a Drug Store. 
vw a butherityE. Prom, veces oundura Hurt? 
WeELL, | Guess YES. 
a2 bf , . 
Attractive Meat Would you sooner have it hurt 
booee fe than spend 15 cents for a little 
Sn0un od bottle o © stop it? 
agreeable to the taste and smell, but ttle of stuf to stop iti 
d be cut so as to be attractive to the WELL, | GUESS NO. 
My steak is most carefully ames ted by Then go to 
by the man I buy it of!), and is . pons 
CROF Ss 
col juicy, and as good to “ws »k at as FT ‘ 

Easter hat and get it. 
ATTRACTIVE PRICES: For Bicycles—( By Jacob Betten). 
roast, — cents. Lamb rib chops, ; 

s. Old lamb (mutton), — cents, Do You Ride 
( S’ MARKET : 

_ a A Bicycle ? sm __ 

For Clothing. Doctors inform us riding a bicycle is 

; the most healthy and invigorating 
> exercise : consequently the craze has 

4 Bachelor become epidemic, and every poay 

ae] 

n now has a wheel 

a Pants __—_1h, 

g _ . There Are 

r We've a lot that are trying the single 

ed blessedness plan, and we want to Many Kinds. 

aS 

ny Marry Them Bicycles that are constantly breaking 
Y a or getting out of repair, thereby 

3 To You for keeping one’s temper at a white heat, 
2 are not the best health-producers 
: Call and see us. Our experience may 

Z| $2.40 enable us to give you some valuable 

advice 
F This week. They are the $4.00 and  _ - . 
F $s.00 kind—some even better. Just ~ . 
a as good to you as if we had a dozen For a Butcher—(By E. French) 
= of each, but not so good to us. First 
& choice is always best. ee ALIVE OR DEAD, 
r I know good 
\ Breach meat. I’m a tip-top judge of meat cc 
. a'l I buy, and buy it because I know it is as 
of Promise. good as grows on hoofs. 
Everybody likes my meat 
If you failed to pay us that little (PRICES.) 


balance you promised t 
30 days. 


write you personally about it 





) pay in just 
Better see to it before we 


Meat * Eat. 
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A Tt e r December 3Ist, 1895, 


the Subscription 
Price for 


PRinTERS’ INK 


will be 


$5 a year 





For the remainder of this 
year subscriptions will be 
received for one year or more 
at $2 a year: and for $10 the 
paper will be mailed to the 
end of this century (Jan. rst, 
1901) to any address. 
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you have sometimes paid. 


to buy more than is actually needed. 





.To Cash 
Paying 
Printers 


You can purchase printing inks from me at about one-third the price 
My inks are guaranteed to be the best ever made by anybody. 

I am always ready to buy them back if they are not found better than 
any others to be had elsewhere at any price. 

I carry a stock of every grade and shade and I never want a customer 
I sell a quarter-pound can as cheer- 
fully as I do a 500-pound barrel. I try to please everybody and secure 
the trade. 

On one point I make no exception: 
This is a rule I have not varied from although I have filled ten 


Cash must come with every 


order. 
housand orders since the cash in advance system was adopted, 


Read my price list on the two next pages, and compare with what 


you have generally paid for goods that are positively inferior to mine. 


Indorsement of an Expert. 
THE Lotus PRESS, NATHAN BRoS., 140 W. a oem, sf cont, ’ 


Mr. Jonson, 8 Spruce Street, N. Y. City. 

Dear Str—We are getting our inks from you and have given you some severe tests. We 
did not think it possible that there could be such a vast difference in the prices of the same 
grades of ink, and if you had not made your statements so emphatic in your PRINTERS’ INK 
ads, we might still be three prices for the identical goods we are now buying from you. 
On our work we re printing inks of the very finest quality, regardless of price, conse 
quently our first order was given with considerable doubt. We understood your agreement 
to refund the money if not satisfied, but we did not want the annoyance of an unsatisfactory 
experiment, entailing waste of time, ruffled temper, and loss of confidence in human nature. 
However, we made the experiment, and the result is you are now supplying us with all the 
inks we use. We formerly had a deal of trouble with some brown inks, and are happy 
to say, that while all the inks we ve bought of = are entitely satisfactory, the brown is 
superior to —_ we have ever used at any price. ve have always contended that “ the best 
is good enough,” and we are satisfied that yours is the best. 

Yours very truly, THE Lotus Press, per P. Nathan. 


Address, with Check, PRINTERS INK JONSON, 
8 Spruce Street, New York. 
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sav Cash in Advance 


---PRICE LIST FOR... 


Fine Printing Inks 


Blacks. 


No black ink was ever made that I am not glad to duplicate for one dollar a + 
1 lb. $1, 10 Ibs. $10, % Ib. 25 cents. 

I have a special cut ink which I sell only in 10-lb. cans, at $5 a can, and it is con 
the best and « iocagett working ink ever seen. It is specially adapted to half-tone wor 
as appears in the best printed monthly magazines 
Book Ink, put up in 10-lb. ¢ ans. for $x a can Extra Job Black, in 3 Ib. ‘ ans f¢ rs 
Fine Book Cut, 5-lb. Extra Hard Finish Job, * 
Printers’ Ink Cut, put up in any size cans at Nubian black, 

twenty-five cents a pound aven Black 
Extra Fine Cut, put up in any size cans for Bond Paper Job, 
$x a pound. 
Fine Card and Job, put up in any size cans for $1 a pound 


Reds. 


Brilliant Red. Carminated Red. Label Red. Railroad Red 


Tomato Red. 


Put up in 3-lb. cans for one dollar a can. 
Crimson Lake. Gloss Red. Bengal Red. Vermillion Engli 
Florentine Red. Rose Lake. Imperial Red Cherry Red 
Geraniuin Lake. Cardinal Lake. Jacqueminot Lake Antique Red 

Put up in %-lb. cans for twenty-five cents a can, or in larger cans at one dollar a; 
Golden Red. Extra Fine Lake Red. Scarlet Lake. Bronze Crimsor 
Bronze Scarlet. Imperial Carmine Superior French Carmine. 

Put up in 4-lb. cans at fifty cents a can, or in larger cans at two dollars a pound 

No red ink is made on this earth that I am not glad to match for two dollars a | 
or a % pound for fifty cents. A 5-lb. can of best Poster Red I sell for one dollar 


Blues. 


Ultramarine Blue. Bronze Blue No. r. Medium Blue. 
Put up in 3-lb. cans for one dollar a can. 
Extra Fine Bronze Milori Blue Dark. Fine Light Blue. Fine French Ultr 
Blue. Lake Blue. Peacock Blue rine Blue. 
Blue Black. Cerulean Blue. Golden Blue. fount Blue 
Royal Blue. Cobalt Blue. Bremen Blue Violet Blue 
Put up in %-lb. cans for twenty-five cents a can, or in larger cans at one dollar a 7 
No blue ink was ever made that I am not glad to match at one dollar a pour 
twenty-five cents a 4% pound. A 5-lb. can of best Poster Blue I sell for one dollar. 


Dark Blue. 


Purples. 


Bronze Purple. Violet. Royal Purple Bronze Violet 
Put up in %-Ib. cans at fifty cents a can, or in larger cans at two dollars a pound 
Imitation Typewriter Purple, used for printed circulars. Put up in \-lb. can: 

twenty-five cents a can, or in larger cans at one dollar a pound. 

No purple ink was ever made that I am not glad to match for two dollars a pound 
fifty cents a 4% pound. 


Mag 
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Greens. 


yee Medium Green Dark Green Put up in 3-lb. cans for one dollar a can 
Green French Green, Light, Lake Green Regal Green 
Green Medium or Dark Sage Green Olive Green 

, 


1 %-lb. cans for twenty-five cents a can, or in larger cans for one dollar a pound 


en ink was ever made that I am not glad to match for one dollar a pound, or 


cents a 4% pound A s5-lb. can of best Poster Green | sell for one dollar 


Browns. 


Medium Brown Dark Brown Chocolate Brown 
wn Bronze Brown, Lake. Photo Brown Russia Brown. 
tta Sepia Brown Panzy Brown Satin Brown 
Burnt or Raw. Umber,Burnt or Raw. Mahogany Brown Permanent Brown 


1 4%-lb. cans for twenty-five cents a can, or in larger cans at one dollar a pound 


vn ink was ever made that I cannot duplicate for one dollar a pound, or twenty 


{ pound. A 5-lb. can of best Poster Brown I sell for one dollar 


2 ro 

Yellows. 

Yellow. Fine Orange Yellow Fine Medium Yellow Persian Orange 

w Brilliant Orange Red. Brilliant Orange Yellow. 

n ¥-lt ans for twenty-five cents a can, or in larger cans at one dollar a pound 


w ink was ever made that I cannot duplicate for one dollar a pound, or twenty 
4 pound A s-lb can of best Poster Yellow I sell for one dollar 


Whites. 


Whit Magnesia White. Put up in \%-lb. cans for twenty-five cents a can, or in 
s at one dollar a pound. A 5-lb. can of best Poster White I sell for one dollar 


Copying Inks. 


s no shade of copying ink manufactured that I am not glad to match for on 


i, or to sell a 4-lb. can for twenty-five cents 


Gold and Silver Sizing. 


les of sizing most used are yellow, brown and white I am glad to se 


cans for fifty cents a can, or in 3-lb. cans for one dollar a can 


Quantity. 


lots in 50-lb. cans or kegs, deduct ten per cent from any of the above prices 


Poster Inks. 


desired put up in 5-Ib. cans for one dollar a can, or in r0o-lb. lots, put up in 
r $18.0 
News Inks. 


500-pound Barrel at 4c. $20 00 
250-pound Barrel at 4<c. 
100-pound Keg at 5c. 

50-pound Keg at 5'<c. 

25-pound Keg at 6c. 





My terms are: Cash with the order. My warranty: That my goods are 


than can be had elsewhere at any price. My references: More than 





},000) thousand printers doing business throughout every State and Ter- 
f the American Union except Alaska. I also have some trade in Mexico. 
\ddress (with check) 


PRINTERS INK JONSON, 
8 Spruce St., New York. 
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PRINTERS’ INK, as most advertisers 
and many persons who are not adver- 
tisers are aware, is the authority most 


tees 


public when they have anything they 
want to sell. It is the oracle of the 
advertiser—his Bradstreet, his finger 
post. It is published by George P. 
Rowell of New York, whose name has 
been known a long time and far and 
wide as that of the most trustworthy 
compiler of figures regarding news- 


paper circulation in the world. 
The Examiner, San Francisco, Saturday, July 13, 1895. 
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confidently relied upon by persons who 
wish to get close to the ear of the 
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We can do for you 
what you can not 


do for yourself. 


We can take the strongest facts 
about your business and make 
them into ads that bristle with 
conviction. We can strengthen 
them with telling illustrations. 
We can display them effectively 
without squandering space. We 
can pick the best paying mediums, 
and insert your ad at their lowest 
rates. 

This is what can do, continu- 
ally do, and want to do for you. 
We know of no other firm so 
generally capable. 


Lord & Thomas, 


_. Newspaper and 
Magazine Advertising, 
45-47-49 Randolph St., 
CHICAGO. 
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A GOOD THING— 
Se PUSH IT! 


THE UNEQUALED DISPLAY 


IN THE CARS AND ON THE 
STATIONS OF THE 





BROOKLYN °L.’ 


The advertising contracts now 
running on this road give a total 
largely in excess of the highest 
figure reached in any month un- 
der the old system. 

--00@@@0ee-- 
Rates will be advanced Jan. Ist. 


*20@@@Oeee-- 


CARLETON & KISSAM, 


35 SANDS ST., BROOKLYN. 





253 Broadway, New York. 50 Bromfield St., Bostor 
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_ 


is usually a dull month for advertis- 
ing contracts ; but we are pleased ta 
state that so far this month we have 
exceeded July, 1894, in contracts 


signed by 150 per cent. 


UE 


THIS SHOWS THE JUST 
POPULARITY OF 
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‘ Street Car Advertising § 
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CARLETON 
AND KISSAM, 


50 BROMFIELD ST., BOSTON. 
253 BROADWAY, NEW YORK. 


mae 
§,000 Full-Time Gars—54 Principal Cities. 
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Advertising 
Obscures 


the merits of a business—conceals 
the good points—puts the light under a bushel. 
Good advertising reflects the business as it is— 


enhances its value—diffuses bright light on the sub- 


ject. 

ls your business light under a byshel of bad ad- 
vertising ? 

Shall we replace the bushe] with a 
reflector? 

\ Write to us about it. / 
WN 

RQ FHE GEO.P. ROWELL ADVERTISING coy 
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